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SAS 


To Our Friends and Customers in the Hardware Trade: 


We take great pleasure in announcing that we have re-organized é 
and consolidated our companies under the name of 


THE AMERICAN FORK AND HOE COMPANY 
CLEVELAND, OHIO 


This consolidation has been effected solely by the exchange of 3 
stock, and there will be no public offering of the stock. 








All the officers of the component companies will -continue their 
stockholding interest and remain active in the new company. 


No change will be made in trade brands or trade names. 


Distribution will continue as heretofore through the hardware 
wholesalers. 


This consolidation was made only for good business reasons — to 
effect economies in the production and distribvition of our products; 
to improve and broaden our lines; to widen our markets and to 
provide a closer and more helpful contact with our customers. 


We solicit from you for the consolidated company the same kindly 
and generous consideration that you have always given our separate 
companies. We assure you that we shall earnestly strive by our 
efforts in your behalf to merit and retain such consideration. 







Very sincerely and gratefully, 


AMERICAN FORK AND HOE COMPANY 
W. H. Cowdery, Chairman G. B. Durell, President 


KELLY AXE AND TOOL COMPANY 
W. C. Kelly, Chairman G. T. Price, President 


SKELTON SHOVEL COMPANY 
Jj. C. McCarty, Chairman E. W. McCarty, President 
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Ave all six of these 
GREENFIELD SILENT SALESMEN 


working for you ? 





Small tools are no different than 
other merchandise. They move 
faster when well displayed. 


Many dealers have increased their 
sales with the six well-designed 
displays for Greenfield small tools 





Thi handsome _lithographed a! = , Fight popular Greenfield bur- 
joel display stand se Saat show non this page. ring reamers well displayed. 
Greenfield Tap Wrenches out Can be used for bit brace 


on the counter where prospec- shank or for round shank : 
tive buyers will see them. Many buyers of reamers. It saves yours and customers 
other tools are prospects for tap wrenches. time. And it makes many extra sales for 


<how them you carry the finest. It will pay you to put all six of you. Put one on your counter. 
these silent salesmen to work for 
you. Show Greenfield tools to 
every customer coming in your 
store. Have them out where sales 
are made ... and watch your small 
tool business gradually increase. 


Write us today to tell you how 





you can obtain all of these con- 
venient, attractive displays with- A great many pipe tool sets 


are bought by men who have 
' only occasional need for them. 
out cost. Many times these prospects 
buy only when they see a_ store display. 
The stand shown above is a handy way to 
show all your customers that you carry the 
4 well-known Greenfield Pipe Tools. 





This Greenfield display rack 
is designed to carry the most 
popular sized ‘‘Zittie Giant’’ 
Screw Plates. It has proved 
itself a money-maker for many dealers. 
Have you one on your flvor? 





This is a handy little rack, 
occupying but a few square 
inches on your counter, for 
display of the Greenfield cata- 
log. Even though you're 
carrying only a fraction of 
the 20,000 Greenfield items 
. . « this catalog stand dis- 
plays for you the complete 
Greenfield line. 


This cabinet was especially 
designed for the retail hard- 
ware store. It makes taps, 
dies, reamers and drills easy 
to handle. Its five handy 
drawers hold a_ surprising 
amount of stock. Cabinet is 
very well made and _ hand- 
somely finished. 





NEW YORK: 15 Warren St. 
CHICAGO: 611 W. Washington 
B 


va. 


Canadian Plant: Greenfield Tap 
& Die Corp. of Canada, Ltd., 
Galt, Ontario 


i & . 
aes See See GREENFIELD, MASS.. U.S.A. a 
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Sell 


these 
Chisels 


in sets 








HEN Mr. Average Customer comes into 
your store looking for a chisel, he never 
thinks to buy more than one. Why 
should he? All he wants a chisel for right 
now is to make a new screen for that side 
window. But if you remind him of the bird 
house he is going to build for the back yard, 
the windmills and boats he is going to make 
for the kids, or that trellis he is going to 
put along the front porch, the chances are 
he will walk out with a complete set, neatly 
packed in a box or leatherette roll, instead 
of just one. And in the meantime you have 
made a profit on at least six chisels of various 
sizes all in one sale. 


There is money to be made selling Greenlee 
Chisels in sets, because the average user will 
buy a whole set if you suggest it to him. And 
it will save him the trouble of coming down 
after another one every time he needs a 
different size. Don’t forget to tell him, also, 
that he will have a neat box or leatherette 
roll to keep them in, thereby reducing his 
chances of mislaying the tools. 


Greenlee Chisels are made from only the 
best materials, by men who are specialists in 
their line. If you handle the Greenlee brand, 
you can be assured that you are really sell- 
ing the best. 


Write for prices on chisels packed in sets 


San Francisco: Sheldon Bldg. 
Los Angeles: 1302 Washington Bldg. 
Seattle: L. C. Smith Bldg. 
Montreal: 129 St. Peter St. 


Rockfo rd * [lin O1s 4 . S.A ° ; Vancouver: 2808 39th Ave. West 


District Sales Offices: 

New York: 15 Warren St. 
Boston: 34-38 Binford St. 
Philadelphia: 2401 Chestnut St. 
Nashville: 504 Cotton States Bldg. 
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AMERICAN 


STEEL SHEETS | 


BLUE ANNEALED — BLACK — GALVANIZED —AND SPECIAL SHEETS 


(AMER AN) 


————-., 


HEET AND TIN Py, 
” COMPANY . 


Tuis Company is the lead- 
ing manufacturer of high 
grade Black and Galvanized 
Sheets, and Tin and Terne 
Plates for all uses; also Rust- 
resisting KeysTone Copper 
Steel Products. These are 
correctly manufactured in 
every detail—mechanically 
and metallurgically. Specify 
AMERICAN products. Sold 
by leading metal merchants. 


Send for latest Booklets and Weight Cards 


American Sheet and Tin Plate Company Fu 


GENERAL OFFICES: Frick Building, PiTTSBURGH, PA Dependable 
ervice 


SUBSIDIARY OF UNITED STATES STEEL CORPORATION 





Pina cy 


Be ty 





: i Aes eae 
pi eka ieee ae 


Dae a ie ae 
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ER DOLLAR OF COS 









ODAY is a buyer's market, and purchases are more 
keenly analyzed than is ordinarily the case. This is 
particularly true of any appliance involving as high a 
unit price as a stove. 


The merchant, therefore, must exercise more than usual 
care in deciding what line to feature —the vital factor 
being —The greatest value per dollar of cost.” 


Universal not only offers superb beauty and remark- 
able elfficiency— but also presents that rare combina- 
tion —outstanding quality plus exceptionally low price. 
Which together with the Universal Resale Plan, defi- 
nitely assures the dealer —Volume sales at a profit.” 


Universal value is readily apparent —a casual exami- 
nation will reveal the inherent quality and sturdiness 
of construction of a Universal Stove. Even the chronic 
skeptic will concede that Universal offers ‘Greater 
value per dollar of cost.” 


CRIBBEN & SEXTON COMPANY [sittensseton ce. ccs 


Manufacturers of Heating Appliances for over half a century 
Chicago, Illinois | 


700 North Sacramento Boulevard » » » 


UNIVERSAL GIVES 
GREATER VALUE 








Compare a Universal, feature for feature, with any circu- 
lator on the market. Price considered, Universal value 
cannot be duplicated. 


1. Exceptionally low price. & & 2. Heavy cast inner 
heating unit—cemented tight construction. a & 3. Heavy 
cast double door construction —machirie faced and fitted 
paper-tight. a a 4. Lift-Up Chain Control Damper— 
gives better control of fire. a a 5. Louvre openings of 
proper size. & A 6. Beautiful two-tone walnut cabinets. 
7. Complete range of sizes —14, 16, 18 and 21-inch 
fire pots. & & 8. A guarantee bond with each Uni- 
versal Circulator. 


Send us complete information and prices on | 
Universal Coal-Wood Circulators and Ranges. | 


BRANCHES: Denver » Portland » San Francisco t Naine ] 
DISTRIBUTORS = RRS SEES IR REE Sa poet mo ern a ae | 
Bayonne, N. J. Buffalo, N. Y. Kansas City, Mo. Address 
Geo. E. Keenen Supply Co. Martin Fisher & Sons StoweHdw.aSepplyCe. er rr en Se ee Megas | 
Boston, Mass. Dallas, Texas Pittsburgh, Penna. see 
Universal Appliance Co. Huey & Philp Hdw. Co. Adams Sales Corporation, ETERS RIOR, Resin Bee eas SAEs ie site | 





NATIONAL WAREHOUSING FACILITIES ASSURE PROMPT, EFFICIENT, ECONOMICAL SERVICE ANYWHERE IN THE U. S. 
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C OLDWELL 


The Complete Depend- 
able Line of Lawn 


Mowers 










——— a style and size to meet every need—built to give the 


customer years of satisfactory s rvice and marketed under a policy 
which insures a substantial profit to the merchant. 


The DEPENDABLE line comes to you from a DEPENDABLE 


manufacturing concern—Lawn Mowers exclusively since 1867—an old 


house and yet a progressive one. 


Be sure to get the particulars of our new NON-BREAKABLE hand 
lawn mower—contains many features found only in the highest priced 
mowers yet built to sell at a popular price to the consumer. 


Wait for the Coldwell salesman or write to your jobber 


COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. S. A. 


Factory Branch: 188 No. Wacker Drive, Chicago, Ill. 
Manufacturers of DEPENDABLE Lawn Mowers—Hanp, Horse, Gasotine, ELectric 
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THE HARDWARE DEALER'S 
BEST MAIN LINE 



























- 


Hardware dealers can overcome price-cutting 
competition by concentrating on merchandise of 
superior quality and national reputation. Only 
by thus insuring complete satisfaction can the 
dealer gain the consumer confidence so neces- 
sary to repeat sales. 

The Yale line is one in which both dealer and 
customer can, and do, place their fullest confi- 
dence. Years of faithful service and superior 
quality backed by extensive national advertising 
have established Yale as one of the country’s 
foremost hardware manufacturers who distrib- 
ute their hardware products through the hard- 
ware trade. 

Hardware dealers find it pays to standardize 
on Yale. Every requirement can be met by this 
diversified line, which offers such a wide range 
of designs. Stock the complete Yale line and you 
will reap increased profits and repeat sales. 
THE YALE & TOWNE MFG. CO., STAMFORD, CONN., U.S.A. 


Canadian Works at St. Catharines, Ontario 

















































Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 


YALE MARKED IS YALE MADE 
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DENNSYLVANIA 


Quality 


LAWN MOWERS for 
LONG RUN 


ECONOMY 





















These lines dis- 
tributed exclusively 
through hardware 
and seed stores. 
We do not sell to 
syndicates, chains 
or book houses. 
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Pim your jobber now for prices on the 
famous PENNSYLVANIA Quality line, as 
well as on the low-priced line of PRIMOS 
ae Mowers, which are all PENNSYLVANIA- 


built. 
PENNSYLVANIA LAWN MOWER WORKS 


1615-35 North 23rd Street, Philadelphia, Pa. =, 


LAR ees. 






PRIMOS 


Pennsylvania-Built 


for EXTRA VALUE. 


low priced 
mowers 
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R&S 
O 
Rivets to Meet 
a Standard : 
Not a Price! 


Our rivets are not made to meet 
price competition—but to equal 
the highest standard of quality. 
Our Tubular and Clinch Rivets 
continue to satisfy exacting de- 
mands year after year because 
they are made of highest quality 
workmanship and material. De- 
pendability is above price! 


Approved / 


——— by the keenest 
buying brains in the country 





















‘The largest 
factory inthe 
world devoted 
to the manu~ 
facture o 
Tubular an 
Clinch Rivets 
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DISPLAY 


THE BASSICK LINE 


“FEATURE TODAY 








- NoMar RESTS 
PRICES-PER SET OF 4 





Open Table Display Courtesy Hibbard, Spencer, Bartlett, Chicago 


_  =and Enjoy a Steady, 
All-Season Profit 


Use an open display of Bassick Casters and NoMar Rests 

' — then watch your sales increase! Millions of families 
throughout America are being told through National 
Magazines to “Buy Bassicks”— here’s the way to definitely 
“cash in” on a nation-wide advertising campaign. 


Put your Bassick Casters and NoMar Rests out in the open 
where your customers can see them. Offer a complete mew 
service. Seeing Bassicks jogs the memory of your customer 
at the proper moment. It gives you a RAPID turnover and 
an INCREASING profit. There’s no off-season for this line. 


Write today for suggestions and advertis- 
ing helps that will increase Bassick sales! 


THE BASSICK COMPANY, Bridgeport, Connecticut 


Bassick 


For 34 years the “buy-word” for fine casters and furniture rests 











Mei 
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Ex - Divot pie re 


the worth of 


business papers 





BRS year I got a 


healthy tan digging divots. This year 
I’ve acquired a Pullman pallor digging 
for business. And let me tell you: 
this year I realize the dollars-and- 
cents value of my business papers.” 
You'll hear the same story from business 
executives the country over, in every line of 
industry or trade—yes, and from professional 
men too. These are the times that try the 
worth of every business thing. And from 
the welter of work and worry the business 
paper emerges with firmer friends and a 

brighter prestige than ever before. 
For the business paper is one institution 
which, without fuss or feathers, goes quietly 
about its work of 


J : 
zene |) yo. telling how to doa 
Hae better job. And the 

THIS SYMBOL identifies an : 
ABP paper .. . It stands business concernof 
for honest, known, paid today is up against 


circulation; straightforward 
business methods, and edi- 
torial standards that insure 
reader interest... These are 
the factors that make a val- 
uable advertising medium. 


-f. 
‘ 


ea 2 




















the problem of doing a better job or going 
to the wall under pressure of competition. 

Hence the greater appreciation of business 
papers among business men—evidenced by a 
closer study of their pages and an increased 
use of the data that business papers bring. 
Hence the marked confidence in the leader- 
ship of business papers—shown by a readi- 
ness to follow their lead in the turmoil of 
changed conditions. 

Hence, too, the reliance upon the business 
paper as a primary advertising medium, in- 
dispensable for reaching industry, trade or 
profession—attested by a notable steadiness 
of business paper advertising volume. 


This publication is a member of the Associated Business Papers, Inc. 

..@ cooperative, non-profit organization of leading publications in the 
industrial, professional and merchandising fields, mutually pledged 
to uphold the highest editorial, journalistic and advertising standards. 


+ 


THE ASSOCIATED BUSINESS PAPERS, INC. 


TWO-NINETY-FIVE MADISON AVENUE 


NEW YORK CITY 
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One of these assortments will 
fill the needs of your locality. 


Assortment No. 1 
(7 reels) 
175 ft. No. 2/0 Tenso SRP* 
125 ft. No. 3/0 Lock Link SRP 
200ft. No. 3 TensoSRP 
75 ft. No. 2/0 Machine BRT 

100 ft. No. 80 Sash Chain SRP 
200 ft. No. 0 Brass Safety 
200 ft. No. 16 Double Jack SRP 


Assortment No. 2 
reels) 

175 ft. No. 2/0 TensoSRP 

125 ft. No. 3/0 Lock Link SRP 
75 ft. No. 2/0 Machine BRT 

, 75 ft. No. 2/0 Elwel Coil BRT 
i 250 ft. No. 80 Sash SRP 

250 ft. No. 100 Sash Coppered 


Assortment No. 3 
(5 reels) 
175 ft. No. 2/0 TensoSRP 
125 ft. No. 3/0 Lock Link SRP 
150 ft. No. 2/0 Passing Link BRT 
75 ft. No. 2/0 Machine BRT 
250 ft. No. 80 Sash Coppered 


Assortment No. 4 
(4 reels) 
175 ft. No. 2/0 TensoSRP 
150 ft. No. 6 Pump Hot Galv. 
150 ft. No. 2/0 Elwel WellSRP 
500 ft. No. 100 Sash Coppered 


Assortment No. 5 
(4 reels) 
175 ft. No. 2/0 TensoSRP 
125 ft. No. 3/0 Lock Link SRP 
260 ft. No. 1 TensoSRP 
350 ft. No. 4 TensoSRP 


Right 
off the reel.. 


is the way to sell chain. Easy to handle and easy to 
display. 

Put this ACCO Chain Rack on 124 square feet of 
your floor space—out in front where it can be seen— 
and watch results. 

Your jobber can furnish this rack with any assort- 
ment of chains you wish. 


Assortment No. 6 
(4 reels) 
525 ft. (3 reels) No. 2/0 Tenso 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 
District Sales Offices: Boston Chicago New York 
Philadelphia Pittsburgh San Francisco 
In Canada: Dominion Chain Company, Limited, Niagara Falls, Ontario 


ACCO CHAIN 
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oledo, 





E. M. Chapman 


Ohio 





Clarence Stevens 
Warren, Ohio 





Riddle 


arry 
East Cleveland, Ohio 





Bill McCleave 
Cleveland, Ohio 


Charley Baum 


Wellington, Ohio 

















Geo. W. Alger 
Roanoke, Va. 


Who Gets This a 


Dana S. Walker 
Morgantown, W. Va. 


This annual demand for fall. merchandise that gets 
its start with the first clear, crisp autumn day (that 
makes us feel like a million dollars) and keeps the 
cash register tinkling with increasing rapidity until 
you finally close your doors on the last “last 
minute” Christmas shopper? 


Why, you do! You and your brother dealers who have a pretty 
good hunch that business for the next four months is going to be 
worth the effort it takes to get it—and the courage to “play that 
hunch.” 


Some will be afraid to make sufficient effort. They will not dare to 
anticipate John Public’s wants by having on hand the merchandise to 
meet those wants when they arise. And they will. John and 
Mrs. John have been holding back a bit, consequently their 
wants have accumulated. Perhaps they won't satisfy all of those 
wants, but they are sure to satisfy some—and that “some” may be 
more than for the same period in a so-called “normal year.” 








But the forward-looking merchant with confidence in the future who 
does anticipate those wants—who stocks up now with the right kind 
of fall and holiday merchandise—and tells Mr. and Mrs. Public about 
it in his windows and his advertising—that merchant will surely be 
amply repaid. 


The Geo. Worthington Co. is fully prepared to help you 
make the closing months of 1930 increasingly profitable. 
As a starter we have ready for you A SPECIAL AUTUMN 
EVENT which is perhaps just what you have been looking 
for. Anyway, let us tell you about it. 


THE GEO. WORTHINGTON CO. 


1829 CLEVELAND, OHIO 1930 
G. Francis Dave Curry 
Ithaca, N. Y. Albion, Pa. 




















Sam Hamilton 
Pittsburgh, Pa. 





Bert Schimmoller 
Erie, Pa. 





H. C. Biehl 
Berwick, Pa. 





Brooks Haslett 
Oil City, Pa. 


Charley Bierce 
Franklin, Pa. 
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Pul=Tite / 



































-the Line Clamp with 
a hundred uses/ 


‘+ Designed to permit instant tight- 

















ening or loosening of a rope or 








wire, the Stanley “Pul-Tite” Line 
Clamp has a multitude of uses. 











Takes any size rope or wire from 
¥%” to %”. Simply pull the rope 








— 











through the clamp until it is tight. 
The rope cannot slip back until 
the flared tube has been pulled 
out in the direction of the bail. 


.. ON CLOTHES LINES 





Some of its most common uses are: 


— on clothes lines 

— on tennis and volley ball nets 
— on tent lines 

— on radio aerials 

















.. ON TENNIS NETS 


Made of wrought brass metal, 
the “Pul-Tite” Line Clamp will 
not rust. 














It’s a“knockout” for quick sales. f N 


Descriptive circular upon request 








me CS) GRD 

















THE STANLEY WORKS 








Packed one dozen on an New Britain, Conn. ~~. ON TENT LINES 


attractive display card 


STANLEY Pat DWARE 
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NotSell yy MYER 


GELF-OILING 
FIG.2426 
ent-day standards and open’ up new 


A REGISTERED TRADE NAME i 
opportunities for progressive dealers to 


increase their power pump business. — > es Pe. 
And besides, every demand your trade , oom {| =i ‘ 
mm lll 









































































Selling Pumps and water systems 
is no longer a “hit or miss” job. 
Prospective purchasers now,, have 
definite ideas as to their water re- 
quirements. Many of them are well 
informed as to volume, suction, dis- 
charge, motive power and other de- 
tails involved in the installation and 
operation of equipment to supply 
running water for suburban or rural 
homes, farms or country estates, 
while those who are interested in run- 
ning water for mills, mines, factories and 
similar activities are more critical than 
ever before. 
When you sell Myers Self-Oiling 
Power Pumps and Water Systems you 
have Myers proven advantages at your 
command. Positive self-lubrication sci- 
entifically applied, housed but easily ac- 
cessible gears and working parts, larger 
valves, increased volume, higher speed 
with perfect safety, uniformity of service 
with minimum of care and attention— 
all features that fit in nicely with pres- 


DEEP WELL | 
wa POWER HEAD! 
ie patente i 


van | 





She Line With 


range of from 200 to 10,000 gallons of . 

water per hour is answered with the = 
Myers Line. Styles and sizes for shal- 
low or deep wells, for open or pressure 
tank service, for elevating or pumping 














I 


— a distance, for direct discharge at % 
the pump itself—motor or engine power, . 
belt or silent chain drive—are included 1 ) S FIG 2346 
in this remarkable line of power pumps & ¢ QIN — ; 
and water systems that has been orig- . as LENT CHain py 
inated, developed and manufactured by 7 | ik fey 4 ae 
MYERS pump engineers under Myers = ~~ 4 f 
patents. hos ha, eC : : ses sin, 
Write or wire for catalog and com- . : ‘ 2 : cali ea # ‘ 
plete information. ? ‘ "G ic 
EF-E MYERS & BRO. Smo” ay | 
Hi » 2 
ASHLAND | SuMP AND HAY TOOL WORKS See | 
Po nateens / ne? 
PUMDS-WATER SYSTEMS -HAY TOOLS-DOOR HANGERS sia 
STEMS-HAY TOOLS-DOOR HANGERS 


PUMPS FOR EVERY PURPOSE -WATER SY 
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Let Pexto help you sell pliers! 





Set this attrac- 


tive and compelling display to work in your 


window or on your counter. 


With a No. 30 


plier attached it forms a silent salesman that 
is ever on the job. Furnished without charge 
with an order for 2 No. 30-8 inch pliers. We 
will also be glad to supply you with copies of 
our attractive Plier book, which will increase 


your sales. 


| ‘DRop FORGED FROM 
é STEEL 


PROPERLY HARDENED 
5 iD TEMPERED 


























MANY PLIERS 
FOR MANY USES 


Pexto Pliers represent a line complete. Pliers 
for the mechanic, the line man, the radio fan, 
the garage man, the farmer, the electrician, 
pliers for home use. 


A long line, a distinguished one, but a line 
built to supply a demand that is constant. 


Typical is this Pexto Star rivet, box-joint, side 
cutting plier. Drop forged from Special 
Analysis Steel, hardened and tempered, it 
holds firmly, is easy to use, cuts cleanly and 
remains true. The rectagonal opening in back 
is convenient for turning lag bolts. The box 
joint gives perfect fit and alignment. 


Pexto Tools are easy to buy, for your jobber 
has them always in stock. Send for catalogue 
No. 26T. 











THE PECK, STOW & WILCOX CO. 


Hammers 
Chisels 
Pliers 
Screwdrivers 
Braces 


Pruning Shears 


Southington, Conn. = 


U. S. A. ra and Body 


Dent Removing 
Tools 


IT PAYS TO CONCENTRATE—ON PEXTO 








SS SSSR Sse enna 
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OUT PROSPECTIN’ 








Not with a pack of burros and a gold pan, but 
in a million automobiles, WE, the nation’s 
campers, will be out prospecting again the 
far reaches of the country. 


There’s a little touch of* the “sour dough” 
in most of us. We like to pitch our own 
tent—build eur own fire—cook our own 
grub. We like to rough it a bit, when 
there’s no compulsion in it. 


But we like to go well equipped, too. Cots 
and camp furniture are pretty much a neces- 
sity tous. There’s a certain pride in a hunt- 
ing knife on our belt, and just the right fish- 
ing tackle. We’re interested in a tent that 
not only sheds rain, but sets up and takes 
down with the least effort. And we’re on 
the outlook for such equipment now. 


We know the hardware merchant for a 
dependable fellow. We like to trade 
with him, and we’re out prospecting his 
windows for the camping equipment we 


need. WILL WE FIND IT THERE? 


239 W. 39th Street, New York City 





f Sells as well as it Shoots 





You don’t have to be a duck hunter to know how 
Super-X shoots. And you don’t even have to be a 
WESTERN dealer to know how this famous long- 
range load sells. Its popularity is so widespread that 
its leadership is acknowledged everywhere. 


The game-getting Short Shot String of the WESTERN 
Super-X load makes it remarkably effective at all 
the longer ranges .. . Why not look ahead, now? © 
There’s bigger business for you in the ever increas- 
ing preference for Super-X and the other exclusive 
WESTERN ammunition developments. 





World’s Champion Ammunition 


















Alll you need to do to get this val- 
uable display is to agree to use it. 


PRINTED IN U. S. A. 


These three loads—Super-X, Field and Xpert—are 
the “Big Three” among shotgun shells. Each is a 
widely advertised feature item with outstanding 
special advantages. 

With this.winning combination in stock you have 
a simplified line of shotgun shells that covers every 
shooter's needs. 

Super-X—for the hunters who demand maximum 
effectiveness at remarkably long ranges. 

The Short Shot String feature of Super-X 
means that the pellets in the shot charge travel 
through the air in a compact mass instead of 
stringing out along the line of flight. 


Field—for the thousands of shooters who goout 
for quail, rabbits and other upland game, and who 


“Outsells because it Outshoots’’ 


swear by this load that has been their standby for 
more than 20 years. 
Field Shells have been used in winning more 
championship trapshooting events than any 
other shell ever made. 
Xpert—for sportsmen who want a hard-hitting, 
top-quality, smokeless load at a popular price. 
You will sell more ammunition if you sell Western. 
You will have fewer loads to carry in stock. Quicker 
turnover. More profits. Write us for the name of 
the nearest Western jobber. Western dealers 
should send for a copy of the business-getting book- 
let, “Sales Helps for Western Dealers.” 
WESTERN CARTRIDGE COMPANY 


871 Hunter Avenue, East Alton, Il. 
Branch Offices: Jersey City, N. J.; Sam Francisco, Cal. 





copy of new Western © 
Dealer Help Booklet, write © 
for it at once. wee 






it. 
If you haven't received your | = 
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|" {LUBRICATING ALLOY}. | 


- CARTRIDGES | 
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Lubaloy Advantages \ 
are Talking Points \ 
that CLINCH Sales: _ 


Greater Accuracy 
Prevent Metal Fouling 








Prevent Rust, Pitting and Corrosion ie ard. h °Ot; n 2 : 
Clean Ammunition Itt; n —* 
Lengthen the Life of the Gun NON.F9 vu 5 e , I 2 
| z LING Non Ss fees? 
rn : 
You can tell your customers that WesTeRN Lubaloy fee “© Sits GC, RUs TING 
cartridges shoot with greater accuracy . . . and s ™ 


prove it! You can tell them Lubaloy cartridges pre- 
vent metal fouling . . . and prove it! You can tell 
them that they prevent rust, pitting and corro- 
sion; that Western Lubaloy cartridges are abso- 
lutely CLEAN ammunition; that they actually 
lengthen the life of the rifle . . . and prove it! 


These advantages of Lubaloy cartridges are 
talking points that clinch sales and make 
money for you. With Western Super-X, 
Field and Xpert shells in stock, and Lubaloy 
cartridges, you will be in position to make 
your ammunition business a better-paying 
proposition. .. . Talk it over with the near- 
est WesTERN jobber. We'll gladly send you 
his name and address. 


WESTERN CARTRIDGE COMPANY 
871 Hunter Ave., East Alton, IIl., U.S. A. 
Branch Offices: Jersey City, N. J.; San Francisco, Cal. 
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THE 
PHARIS 
aa a a ek 


Seventeen years ago Carl Pharis said: “If we build good tires and tubes and sell 
them without stores, warehouses, branches or salesmen, to responsible concerns who 
pay their bills, we can undersell our competitors and furnish a better product.” 
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ADMITS NO SUPERIOR 
. « GRADE FOR GRADE 


r r HERE are no better tires made than Pharis 

tires...yet the Pharis time-proved plan of dis- 
tribution makes it possible for merchants to sell 
them at prices which competition...with equal 
quality...cannot begin to meet. Buy at low cost, 
take a liberal profit, and sell at rock bottom 
prices. That means money in your pocket. Let’s 
talk it over.....no obligation. 


THE PHARIS TIRE & RUBBER CO. 


NEWARK, OHIO, U.S. A. 


PHARIS 
TIRES 


and TUBES 
THAT’S WHY PHARIS ACCOUNTS ARE MAKING MONEY 





Seg pepees’ 
~~ vv 
VIVV/V 





Bg 
m3 


eee 


POEs 


SE TART SZ IT 











oa 








HArpDwareE AGE for AUGUST 14, 1930 





Use this BOOKLET 


The secrets of what happens in the flight of 
bullets—secrets which could only be surmised here- 
tofore—are shown right before the eyes by means 
of actual photographs reproduced in this brand new 
booklet, “From Trigger to Target.” Pictures and 
their interpretation by an expert in ballistics are 
based on the exclusive Peters method of spark 
photography. Spark photography enables The 
Peters Cartridge Company alone to observe the 
action of its ammunition with the utmost exactness ; 
and it is a definite, absolute check, constantly 





One of the most powerful sales helps 
ever conceived to aid the ammunition 
dealer is offered in this extraordinary 
booklet by The Peters Cartridge 
Company. 


Here is a graphic story of the hith- 
erto concealed facts about the action 
of ammunition, which grips the inter- 
est of even the most casual shooter. 
Based on a scientific achievement that 
stirs the imagination—spark photog- 
raphy with exposures as short as one- 
millionth of a second!—it has a 
tremendous appeal. 


Read this new booklet and you will 
realize how effective it can be in pro- 
moting your ammunition business. It 
leaves every reader with an intense 
conviction of the dependable quality 
of ammunition, the actual perform- 
ance of which is KNOWN! Let us 
suggest how you can put this booklet 
to work for you with highly profitable 
results. 


proving the dependability of Peters Ammunition. 


Here is a piece of literature that richly deserves 
to be prominently featured by every dealer in Peters 
Ammunition. 

Display it in the store. Call it to the attention 
of customers personally. Announce it by letter or 
post card. Include it in your newspaper advertising. 

Don’t underestimate the interest which ammuni- 
tion users will take in this booklet, and don’t over- 
look the effect which it will have on your business. 


THE PETERS CARTRIDGE COMPANY 


NEW YORK 








DEPT. H-22, CINCINNATI, OHIO 


SAN FRANCISCO 






The Peters Cartridge Company, Dept. H-22 
Cincinnati, Ohio. 


[] Mail me a copy of your free booklet. 
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AMMUNITION YOU CAN SELL WITH CONFIDENCE 
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A Powerful Profit Producer 


Just the toy for the modern boy. Turn 
the crank and various parts “work” just 
like the large engine. Beautifully fin- 
ished in flashy colors. Built of cast iron 
to withstand hard knocks. Place some of 
them on your counter and watch the 
money come in. Write for complete 
Kentontoy catalog now. 


THE KENTON HARDWARE COMPANY 


KENTON, OHIO. 





IVER JOHNSON 


SHOT GUNS 


SINGLE AND DOUBLE BARREL 
TRAP MODELS IN BOTH 
The big national favorite among medium and low price 
Shot Guns. 

Send for dealer proposition covering the line. 
IVER JOHNSON’S ARMS & CYCLE WORKS 
Fitchburg, Mass. 

NEW YORK CHICAGO SAN FRANCISCO 

151 Chambers Street 108 W. Lake Street 717 Market Street 





















Why Boys Buy “SIR NORMAN” 


Because a simple turn of the handle raises the body 
for dumping. 

Because it combines a 
Coaster, Express and 
Dump Wagon ALL in 
ONE. 

Because it will hold an 
1,100 pound load—more 
than they will ever pile 
into it. 
All Steel, Electrically 
Welded, All Strain on 
Frame—none on_ the 
King Bolt. Sizes: 36” x 
14” and 30” x 12”. 


The NORMAN Mfg. Co., Inc., Shickshinny, Pa. 


3 Wagons 





Send for folder and prices 





















Famous 
Solvent 
No. 9 


Needed by Every Hunter 


FOR more than 25 years Hoppe’s famous 
gun bore cleaning Solvent No. 9 has given 
highest satisfaction. Today just as neces- 
sary as ever, regardless what ammunition 
is shot. Used by gun and ammunition 
manufacturers and gunsmiths. Recom- 
mended by retail gun salesmen to all cus- 
Order from your tomers. For the working parts of fire- 
aig oo arms, Hoppe’s Lubricating Oil. For all 
un’ Free “Guides.” heavy swabbing, Hoppe’s Gun Grease. 

FRANK A. HOPPE, Inc., 2314-H N. 8th St., Philadelphia, Pa. 

















SEAMLESS TUBING— 


Lengths and Coils 


Dehydrated Tubing for Refrigeration Use. 
“Extra Heavy” Tube for Oil Burner 
Installation 


Immediate delivery. Send for prices. 




























RICHARDSON’S 
ACTLON= Koller Skates 


Write for our new, money-making 


selling plan 
“The First Best Skate—The Best Skate Today” 


Richardson Ball Bearing Skate Company 
3312 Ravenswood Avenue, Chicago, II. 
























Door Bells That Ring Cash Registers 
A Fine Variety for the Hardware Trade 


Bell shown is the Rotary Elec- 
tric Stroke type made from 
sheet steel. 

Antique Copper Finish or 
Nickel Plated. The HILL line 
comprises: Door Bells, Tea 
Bells, and Call Bells that have 
the call. 


Send for catalogs and prices. 


The N. N. Hill Brass Co. 
Manufacturers of Bells and Toys 
33 Skinner St. 
EAST HAMPTON, CONN. 


Cut. No. 65 
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INFALLIBLE KEEPS FOR YEARS 
A few shooters use all of their shells every year, there are 


always left-overs. If these are loaded with Infallible, the shells 
can be kept with the assurance that the powder will maintain its 
chemical characteristics and, when used properly, will produce 


the expected velocity, pattern, and penetration. 


Therefore, Infallible is the choice of many sportsmen. 


HERCULES POWDER,COMPANY 


910 KING STREET, WILMINGTON, DELAWARE 








K-16 
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HARRINGTON & RICHARDSON 
“FOLDING” SINGLE GUN 


Is Now Supplied in Two Weights and All Popular Gauges from 410 to 12 









H &R “FOLDING” 





This novel gun is designed to furnish a light, easily car- a slight additional pressure accomplishes that result. 
ried gun. A ball and spring device (patent applied for) 
limits the movement of the barrel to the normal loading 
position, except when it is desired to fold the gun, when No detachable parts to be lost or mislaid. 






Easily carried in an automobile or packed for traveling. 







Order through your Jobber. Complete Catalog and Special Circular on request 


HARRINGTON & RICHARDSON ARMS COMPANY 


WORCESTER, MASS., U. S. A. 


















The Sensation Powerful Allies to 
tor of Toy Creation QUICK SALES 


| 
| 

Wilkinson’s Running Pony wins | 1. Realism—A flash and BANG like 
| 





every child that sees it. It is dif- a real gun ... with real smoke. 
ferent from any other “Hobby.” 






2. Noise—All the noise any boy 
wants. The larger the gun the louder 





A rocking motion 







starts the horse mov- le the bang. 
0 oie on om the 3. Safety—No matches. No gun- 
ee ee ee powder. No danger from gun-powder 






It canters about the burns or gunshot wounds. 


Park, Lawn, Hall or | 
ona o | fe BIG-BANG 
—— “ve... SAFE CELEBRATORS 


direction. 

Field Artillery—Heavy Artillery— 
Bombing Plane — Army Tank — 
Navy Gunboat — “Safety” Pistol. 
Retail prices, $1.00 to $5.50. 



































Kiddies can race with 
neighbors. 


Wilkinson’s Running Pony 









is truly a muscle developer and physical trainer; brings _ every ane aeete NOTICE: All Infringements on | 
health and happiness to youngsters. Sizes, decorations, peep = ae Oy alg | — will be vigorously 






and prices to meet all requirements. Can be had with a 
horns, short or long ears, for conferring degrees. Send 
$6.00 for sample prepaid, giving age of child. 
















THE CONESTOGA CORPORATION 
Main Office and Factory 
BETHLEHEM, PA., U. S. A. 






Nicely finished. Guaranteed satisfactory. 





World’s Patents Pending 


J. F. WILKINSON, M. E. Piicetninnn: Chenabies 


328 Chestnut Street, Gardner, Mass. Room 461, Fifth Ave. Building, New York City 
Agents Wanted Export Dept.: Office No. 605, 130 Pearl St., New York City 
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No. 03351 
Combination Tooth Brush 
and Tumbler Holder 


No. 03351 White Finish 
No. X3351 Chromium Finish 
No. 3351 Nickel Finish 


We also manufacture 
Furniture Trimmings, 
Upholsterer’s _ Nails, 
Eyelets, Grommets 
and Washers. 





Si fe othe die the He soc de cn he i cite do dh in tna dR he nc 





Give these splendid fixtures the display 
they deserve and your sales will increase 
accordingly. 


One way to accomplish this is to show 
complete equipment for a bath room in 
which all pieces harmonize. This is 
simple because we carry out the general 
design of fixture in OTHER pieces. 


Try it. Make your windows talk 80» 
and these Chromium Plated fixtures will 
make your cash register talk PROFITS. 


Send for latest catalog and price list. 


AMERICAN RING COMPANY 


Waterbury Connecticut 
Branch Offices: 
Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 
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Rich 


SAFE—SPRUCE 


LADDERS 
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RINGCO Bath Room Fixtures 
Are a Profitable Selling Item 
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Cincinnati Truss Step 

%-inch cod and truss block under 
each step with malleable iron 
washers, wood handle, four - arm 
steel lock, malleable ears, wide 
cap and steps. ‘‘V’ shaped brace 
Angle iron under bottom step. 
Solid risers of genuine spruce. 


Carefully made of 
finest grade, selected 
West Coast spruce, 
RICH Ladders are 
strong, light in 
weight and SAFE! 


The RICH Line in- 
cludes ladders for 
every purpose — en- 
abling you to meet 
every requirement of 


every customer seek- | 


ing a better, depend- 
able ladder. Com- 
plete catalog and 
prices mailed on re- 
quest. Write now! 


We pay the freight 
The Rich Pump and 


Ladder Co. 
Cincinnati, Ohio 





ATLANTIC CITY NJ 


A HOTEL : 
q DISTINCTIVELY DIFFERENT | 


NE JUST COMPLETED BE 
SHOWERS EBATHS & 


THROUGHOUT 
FIREPROOF 
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MOR S 


TWIST DRILL & MACHINE COMPANY 





If customers came back 
for more as soon as a cheap 
drill wore out, you could 
make more sales by selling, 


drills inferior to MORSE. 


But dealers everywhere 
have found greater prof- 
its in selling their cus- 
tomers fewer drills with 
more drilling power in 
them. MORSE DRILLS 
have that, and MORSE 
users know it. They make 
loyal customers for you. 


NEW BEDFORD, MASS..,U.S.A. 


Drilling- |} 
Fewer 


Drills 











N . ~ ‘ Ms 











Learn From America’s Oldest 
Houses What Reading Cut Nails 


Mean in Staunchness! 


In America’s oldest houses — houses that 
have weathered the storms of generations 
—you will find nails similar in form to 
Reading Cut Nails. Our forefathers dis- 
covered the secret of greater gripping 
power in nails —the four-sided, wedge 
shape that Reading Cut Nails have today. 


For roofing, flooring, casing, sheathing—for 
practically every building need—there are 
the right sizes and types of Reading Cut 
Nails. You'll find profit and customer sat- 
istaction in handling them — send for our 
free catalog. 


READING IRON COMPANY 






READING, PENNSYLVANIA 
Atlanta Los Angeles Cleveland 
Baltimore New York . St. Louis 
Boston Pittsburgh Tulsa 
Buffalo San Francisco 
Chicago Seattle 
Cincinnati Philadelphia 
Detroit New Orleans 
Houston Kansas City 
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Mr. Punch says, 


“Welcome this sturdy new 
brother of the G-P Screw 
Driver Family 1” 


The new Machinists’ Screw Driver No. 
367, BIG BOY, is heavily constructed 
of a molybdenum alloy steel, hardened and 
tempered just right. Put a wrench on the 
3/8 inch square shank if the job requires 
it. 

No. 676 Steel Headed Screw Driver is 
made in seven lengths of blade from three 
to twelve inches, all with hammer forged, 
oil tempered blades. 


No. 331 Jewelers’ Screw Driver is a slim 
light driver with a hammer forged blade 
and a mahogany finished hard wood 
handle. It is made in eight sizes from 
two to twelve inches long. 


No. 909 Screw Driver is made in twelve 
sizes from two to eighteen inches long; 
hammer forged blade. The best screw 
driver for all around use. 


No. 355 Cabinet Screw Driver has a fluted 
hard wood handle and hammer forged 
blade. Made in ten sizes for cabinet 
work, electrical appliances and radio. 
No. 66 Ratchet Screw Driver is equipped 
with a very simple mechanism made en- 
tirely of oil tempered tool steel. In eight 
sizes from 1 1/2” to 10” long. 

We will be glad to mail a complete cata- 
log on request. 

Sell the complete line of G-P Screw 
Drivers. 





GOODELL-PRATT COMPANY 
Greenfield, Massachusetts 


NEW YORK CHICAGO 
107 Lafayette Street 38 North Clinton Street 
‘ 





A machinist’s screw driver that 
comes in response to a genuine 
demand—a tool that finds a 
place ready-made for it in every 
worker’s kit—a tool that is 
built to stand the severest pun- 
ishment—this is BIG BOY. 
Here is a new Goodell-Pratt 
product that you will want 
in your stock. Your custom- 
ers have. been asking for just 
such a tool. BIG BOY will 
answer them. 


GOODELL 
PRATT 
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When He Asks for 


“ca Lawn 


Mower’? He’s Glad to Get a 


Genuine Philadelphia 


\ THEN a customer comes in and 
asks for a lawn mower he may 
accept whatever mower you have to sell 
him. But you may be sure that, down in 


his heart, he’s better satisfied if it’s a 
Genuine Philadelphia. 


For he has known of that brand all his 
life — even if he’s never owned one. And 
he knows it’s a good mower —a standard 
make, a quality product, that has stood 


the test of time. 


Besides, the more a customer already 
knows about an article, the less you have 
to tell him —and that saves both your 


time and his. 


The Genuine Philadelphia Line now 
comprises so wide a price range that 
there is a good mower for the man who 


wants to make only a moderate outlay 










as well as for the one to whom price 
is incidental. 

Both of these types of customers, and 
all those between, get full value for their 


money in a Genuine Philadelphia. 


And the dealer confining himself to this 
line is in a more consistent position 
before his customers than the one who 
must orate on one make of mower this 


minute and on another the next. 


The latter sort of sales tactics is always 
confusing to the buyer, and usually 
leaves him in a dubious frame of mind, 


even after he has bought. 


We suggest, as,a business-builder and 
profit-producer, “A Gen- 
uine Philadelphia for 
Every Lawn Mower Buyer.” 


Let our representative 
explain the advantages of 
this policy more fully. 
Drop us a line and 


he’ll call. 


Write us for details 


Philadelphia Lawn Mower Company, Inc., 4250 WISSAHICKON AVENUE, PHILADELPHIA, PA. 
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1 ¢ 73 Years ExPeRIENCE—asmanufac- 
turers of high quality saws and files. 
2¢Tue Best MatTerRIaAL— SILVER 
Street, Atkins’ exclusive formula. 
3¢ Untrorm TemPer—no soft or hard 
spots, hold their tension. 
4ePererrect Workmansuip—the best 
brains, skill and money can produce. 
Se Exciustve Features—in both de- 
sign and 
Atkins. 
Ge Erricrency—cuts faster because of 
sharp, correct shaped teeth and 
grinding. 
‘7 Lona Lastinc—SiLver STEEx lasts 
longer than ordinary saw steel. 


im < 


finish are exclusive with’ 


ai Pha. 
ATKINS 
iw 


FAMOUS SELLING 
REASONS 


8° User Prorecrep—every Atkins 
product has the maker’s name 
clearly etched on the blade and isa 
positive guarantee of satisfaction. 
®¢ Sreapy Demanp—resale value of 
Atkins Saws and Files is greater 
than just ordinary saws and files. 
10¢Distrisution—Service Plants: 
Atlanta, Chicago, Memphis, New 
Orleans, New York, Portland, 
Seattle, San Francisco, Vancouver, 

B. C., and Paris, France. 
Factortes— Machine Knife, Lan- 
caster, N. Y.; Grinding Wheel, De- 
troit, Mich.; Cantol Waz, Blooming- 
ton, Ind.; Canadian, Hamilton, Ont. 


ATKINS 


SITVER STEEL 


Satisfy \ 
Your Customers 


Atkins SILVER STEEL Files 
satisfy carpenters,mechanics 
and other file users all over 
the world because they cut 
faster, easier and last longer. 
The profit is good, and that’s 
what you are interested in— 
Get Your Share. 








Send for this beautiful File 
Chart to help you increase your 
sales—it’s FREE. 





|/QualityataProfit 


Selling Atkins SILVER STEEL 
Files, as well as SILVER STEEL 
Saws establishes your store as 
headquarters for high quality 
merchandise where your cus- 


tomers can get their money’s 
worth. Made in all standard 
lengths, kinds, and cuts. 





mpanaPous EC ATKINS Sotipany D1aNa 
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Forget the When the president of a big 
Salary— steel corporation recently ac- 
Get the Bonus knowledged that his salary was 

a mere $12,000 per year, a good 
many people were inclined to feel sorry for him. Then 
some one brought up the bothersome question of bonuses, 
and it was revealed that this under-salaried president 
drew a bonus of $1,623,753 in addition to his thousand- 
dollar-a-month salary. 

We do not know whether the executive referred to 
actually earns that grand total of $1,635,753. It is prob- 
ably none of our business. He got it—that’s the main 
thing. The crux of the question after all is whether 
his employers, the stockholders of «his company, knew 
how much he was getting and were satisfied. If they 
raise no objections the general public has no kick coming. 

Hereafter the wise father will say to his son and heir, 
as the youngster prepares to start a business career: 
Go into the steel business, son; forget the salary, but 
get the bonus. 


Low Prices— Were it possible to provide every 
Then What? retail hardware dealer with cost 
prices low enough to permit com- 
plete competition with all chain and 
mail order selling prices—what would they do about it? 
Would they take it upon themselves to complete the job 
by competing with well lighted displays, clean stores in 
good locations, value creating price cards, placing related 
goods together with all merchandise where it could be 
seen; would they all make their prices to consumers the 
same as those of the chains’ and mail order houses? 
If not, the cry for “price” is dishonest and means merely 
passing the buck. 
Experiments to date have been somewhat disappoint- 
ing. A jobber in Toronto providing goods tu sell at 
25 cents to help dealers meet competition found it neces- 


Index of Editorial Contents on page 89 


sary to stamp this suggested price on the merchandise 
in order to stop the majority of retailers from trying to 
get 39 cents and 50 cents for an item they complained 
was being sold at 25 cents by chains. 

A New York wholesaler invited fifty members of the 
Brooklyn Hardware Association to bring to his atten- 
tion any price competition they faced. He guaranteed to 
provide cost prices which would enable the complaining 
dealers to meet the competition. That was three years 
ago. As we go to press he has yet to hear from the 
first dealer with a specific price problem to be met. 

Is this cry of price an alibi? 


Why Twenty-two grocers and butchers 
Individual in a city of 30,000 population, are 
Delivery Service? operating a cooperative merchant’s 

delivery service, which is function- 
ing efficiently, according to a speaker at a recent Grocery 
Convention. 

However, this is not a new departure; it is not even 
an éxperiment. These local merchants inaugurated their 
cooperative delivery plan over twenty years ago, and 
their delivery equipment now represents an investment of 
approximately $47,000. 

New rates are established annually for each store in 
the organization, based on the average orders per week 
for the preceding year. In addition each store pays a 
maintenance charge of $5 per week. Each store is also 
required to pay additional charges of one cent for col- 
lection of C.O.D. orders, and 15 cents for special de- 
livery orders. The service of the organization is ex- 
tended to unaffiliated merchants at a rate of 15 cents 
per delivery, and 35 cents for special delivery. The 
service company furnishes the delivery baskets and 
maintains a central depot for sorting orders as to route. 
There are four deliveries per day. 

33 
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Don’t build your Builders’ Hardware 
business for the “chains” 


HE Builders’ hardware merchant aids the manu- 

facturer in developing a market for his products. 
The manufacturer should help the merchant to retain 
that market. ... Your protection as a retailer depends 
upon the policies of the manufacturers* whose 
products you buy. . . . To build your business upon 
products which are supplied also to the chains is fool- 
hardy. You are using your reputation and your 
efforts for the future benefit of your chief competi- 
tor... . You will notice that the better specialties are 


not sold to the chains and mail-order houses. 


President 


McKINNEY MANUFACTURING COMPANY 


PITTSBURGH, PENNA. 


McKINNEY HARDWARE 
The Jewelry of the Home 


McKINNEY FORGED IRON HARDWARE 
McKINNEY HINGES (ALL KINDs) 

MCKINNEY BUILDERS’ LOCKS AND TRIM 
MCKINNEY GARAGE HARDWARE AND PADLOCKS 


*McKinney Products are not sold to the chains and mail-order houses. 
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How PICKETTS GET THE 
SPORTING GOODS BUSINESS 


IVE years aga, when [| 

moved into Warren, I 

brought with me two red- 

headed boys. It was short- 

ly after the foothall season 

had ended and_ basketball 
was being played in the local “Y.” 
One night after supper, the older 
of the two red-headed boys said: 
“Daddy, you know down at the 
‘Y’ they are playing pick-up teams, 
and they have no uniforms and no 
regular schedule of games.”’ I said: 
“Well, are there any boys down 
there who can play basketball?” 
He said: “Oh, yes, I can organize 
a team.” I said: “All right, you 
do it. You get your boys together 
and get a schedule of twelve games 
and get them to sign up for two 
years’ membership, and I will give 
you a set of uniforms and we will 
play under the name of the Pickett 
Juniors.” 

The boy went to work, and in 
less than a week he called my hand. 
We got them a very nice set of uni- 
forms of green and white, and I 


By W. T. KELLY, President 
Pickett Hardware Co., Warren, Pa. 


enlisted the aid of the boys’ secre- 
tary. He became manager of one 
of those teams. And one of the 
Scoutmasters in Warren took up 
the job of coaching this young team. 
And the Pickett Juniors was the 
first basketball team that appeared 
on the “Y” floor completely uni- 
formed. We had great success with 
that team that year, and they fin- 
ished as champions of their local 
section of northwestern Pennsyl- 
vania and the border line of New 
York. 

In two years we had a Pickett 
Senior team out, and they were 
composed of the young teachers in 
our high school. And basketball has 
become the second sport in_ our 
community, football having first 
place. 

This year we have organized and 
are operating three leagues—the 
Pioneer Boys, that is, the younger 
fellows of the Y. M. C. A.; the 
Merchants’ League, which is a six- 
club league of the merchants, and 
the Industrial I.eague. Our Pickett 
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Seniors this year have gone through 
this far without the loss of a game. 
Our Pickett Juniors, playing in the 
Pioneer section, are holding their 
own. 

But out of these teams of some 
eighteen or twenty clubs, I will say 


‘that the Pickett Hardware Com- 


pany has enjoyed 90 per cent of the 
club business. It may be interest- 
ing to you all to know that we sold 
the Penney Company, one-of the 
chain store organizations, an out- 
fit that cost something over $90. 
This included their complete basket- 
ball uniforms and their stockings 
and also their sweat-shirts. 

Not only does this do good for 
the community and for the young 
manhood, but it is quite an adver- 
tising feature for us. We are named 
in the sporting columns three, four, 
and as many as five times a week— 
the Pickett Juniors and the Pickett 
Seniors. 

And I might also tell you that 
of our original basketball team, 

(Continued on page 77) 
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R. C. Viehl, president 
of the Viehl-Crawford 
Hardware Co., Fort 
Worth, Tex., and below 
on the right the annual 
sportsmen’s dinner as 
conducted in his hard- 
ware store. At this par- 
ticular dinner more 
than 500 including 
sports editors and all 
competitors were the 
guests of Mr. Viehl— 
READ ABOUT IT 


IGHT years ago the captains 

of two Fort Worth, 

Texas, baseball teams 

were talking about the 
weather in front of the 
Viehl-Crawford Hardware 

Co. President R. C. Viehl asked 
each where and when his team 
would play its next game. Neither 
had a definite date. The hardware 





How R.C. VIEHL! 


| EADING hardware merchant, organized 

every form of athletic sport—spon- 
sored house teams—formed teams, leagues 
and tournaments—carried water, dusted 
off home plates, umpired games—ran an- 
nual banquet for all sportsmen—in short 
Mr. Vieh!l made the folks in Fort Worth, 
Tex., sports conscious. 


merchant suggested a contest be- the eight teams to be his guests at 
tween their respective teams the supper in the store a week later. 
following Saturday. He further He also invited all competitor deal- 
suggested the formation of a local ers handling sporting goods. When 
baseball league and volunteered his the day arrived he had reservations 
services to help form it. The two for twelve. That evening twenty- 
captains were agreeable as were the three sat down to supper in the 
heads of the six other ball teams § Viehl-Crawford Hardware Co. and 
playing in that town. the Amateur Baseball Association 

Mr. Viehl invited the captains of | of Forth Worth, was formed. A 
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ANNUALLY 


schedule of inter-league contests 
was arranged and plans made for 
the winning team and runner up to 
play with teams of nearby cities. 

Sport page editors of the local 
papers cooperated and the new 
baseball league became a_ success 
the very first year. Monthly meet- 
ings were held. Either Mr. Viehl 
or Charles Drecksel, manager of his 
sporting goods department, attended 
these meetings, sometimes both 
were there. At the games Drecksel 
or Viehl acted as umpires or took 
some other official part. 

Entirely independent of the or- 
ganization contacts the firm sought 
the equipment business of the local 
teams. Mr. Drecksel organized 
teams at churches, factories and 
schools and built up some new clubs 
swelling the league membership to 
fifty teams in eight years. 

The organization dinner at the 
hardware store became an annual 
event, an invitation affair. The 
second year 150 attended, then came 
400 and then 500. To seat and feed 
the 500 all display tables and other 
store equipment had to be pushed 
aside. The store being 135 feet 





L'SELLS $75,000 IN SPORT Goons 


AT FORT WORTH, TEXAS 
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‘THE Viehl-Crawford sport 

goods department is very 

complete. It is located in the 
front of the store 


Looking south 

on Houston St., 

Fort Worth, 
Texas 





long and 51 feet wide there was 
reasonable room even for that large 
crowd. Mr. Viehl was host the 
first five years. The past four an- 
nual dinners having required 1000 
places an auditorium in the Recrea- 
tion Building , had to be hired. 
Three other sporting goods stores 
cooperate as do the sports editors, 
of the local papers, the mayor, the 
recreation commissioners and the 
Chamber of Commerce. 

Even with the cooperative spon- 
sorship the annual sports banquet 
centers very largely about this en- 
terprising hardware merchant and 
his sport goods department mana- 
ger. Either of these men partici- 
pate officially at every game. Mr. 
Viehl has even acted as bat boy and 
water carrier. 

The success in organizing base- 
ball in Fort Worth led to the crea- 
tion of tennis, basketball and foot- 
ball leagues and later to an expa.i- 
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One of the Viehl-Crawford windows usually features seasonable sporting goods 


sion of local golfing facilities. In 
each of these developments R. C. 
Viehl was a leading factor. He 
was chairman of many of the plan- 
ning committees, and did much of 
the ground work that has made or- 
ganized amateur athletics a great 
factor in the city of Fort Worth. 


Had Its Own Teams 


The firm of Viehl-Crawford 
Hardware Co. has had its own ten- 
nis and basketba'l teams. It has 
sent these teams to Waco, Dallas 
and other nearby cities. The news- 
papers have carried many columns 
of news about sporting activities 
promoted by this firm. 

Although sporting goods sales 
pass the $75,000 mark with this 
store, Messrs. Viehl and Dricksel 
took no unfair advantage of their 
competitors. At every turn they 
invited them all to participate, even 
in the store dinners. The competi- 
tors were invited to contribute 
prizes for winning teams and for 
members of the teams and every 
effort was made to make each event 
a cooperate activity. 


Started Department in 1911 


In discussing the growth of the 
firms sporting goods department 
since its inception in 1911, Mr. 
Viehl said: “Organizing sporting 
activities creates a tremendous de- 
mand for equipment. Our boys 
know how to develop contests, lo- 
cate playing spaces, and see that 


golf links, tennis courts, gridiron 
and basketball courts are kept in 
condition suitable for use. We are 
able to render a strictly personalized 
service which contrasts greatly 
from the methods of chain stores 
and naturally we get a lot of busi- 
ness. 


Solicit Team Trade 


“We solicit every team for its 
complete requirements. We even 
cut out felt letters, monograms, etc., 
in fact we have designed emblems 
for many teams. Our tennis teams 
are furnished with special black 
sweaters with white “V’s” and 
white stripes. The latter denote 
the number of years the man has 


4 





teed are 1,500,000 
golfers playing on 
5000 courses in the United 
States—We pay more each 
year for fishing tackle than 
our Government paid for 
Alaska in 1868—In Chicago 
alone at the new Municipal 
Stadium more than 712,000 
persons each year will play 
football, basketball, tennis 
and bowling.” 
—Dr. Julius Klein 
in a radio talk. 











played on the team. This has en- 
couraged other teams to have simi- 
lar sweaters and has identified us 
with them as a complete service 
center for athletic equipment. 

“Our sporting goods department 
was started in 1911. At the start 
we realized that unless there are fa- 
cilities for playing the various out- 
door sports there will be no market 
to sell the necessary equipment. 
Our attention is constantly given to 
watching the condition of playing 
centers. We also pay strict atten- 
tion to the new goods that are of- 
fered by sporting goods manufac- 
turers. Either myself or Mr. 
Drechsel, or both, attend every 
athletic group meeting in town. 


Banquets Real Affairs 


“Our annual dinners were real 
affairs with real plates, generous 
helpings, good cigars, cigarettes and 
a real lively program. We did ab- 
solutely no unfair advertising, nor 
did we burden the boys with long 
talks about our store. They were 
in the store the first few years, but 
at that we always invited our com- 
petitors who handle sport goods. 
Today the annual dinner is a co- 
operative event and it results in 
better business for all dealers. We 
turn over our sporting goods stock 
from four to five times a year, en- 
joying a gross sales volume of 
more than $75,000 per year.” 
































Winning toy display by Max Genereaux of Missoula Mercantile Co., Missoula, Mont. 


Nine Hardware Stores Win Children’s Day Awards 


CE again hardware stores have demonstrated to the public and to the toy industry their 

important place in the retail distribution of playthings. In the 1930 Children’s Day window 
display contests nine hardware store window trimmers won cash awards. A fourth prize of $40 
went to I. C. Gernert, M. S. Young & Co., Allentown, Pa. Fifth prizes of $20 each went to 
Alexander Grant’s Sons, Syracuse, N. Y., Haynes Hardware Co., Emporia, Kan., and to Neiman 
Hardware Co., Norristown, Pa. Sixth prizes of $10 each went to Geo. W. Dyer, J. C. Curtis, 
Inc., Camden, Me., Max Genereaux, Missoula Mercantile Co., Missoula, Mont., Andrew J. Bond, 
Ogden Hardware Co., Ashland, Ky., C. B. McKee, Smith-Winchester Co., Jackson, Mich., and 
the F. Wilking Sens Co., Zanesville, Ohio. 

A condition of the contest was that “Children’s Day, June 21” appear somewhere in the win- 
dow display and that the display be in the window the full week ending June 21, which was 
Children’s Day. Photos of competing displays had to be mailed to the committee not later than 
June Z1. For several years this day has been celebrated with a similar window display contest. 
It is understood that the 1931 contest and celebration will be announced next spring. The actual 
day to be selected will be somewhere around the date used in 1930. 


‘pildume- J. 


JUNE 21 £930 * 





Winning display from M. S. Young & Co., Allentown, Pa., by I. C. Gernert 
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How Neiman Sells Toys 
All Through the Year 


Displays toys every other week, throughout the 


year —and would do so even if sales were small 


and unprofitable, because toys bring trade to 


all other departments of the store 


VERY other week during the entire year, the 
Neiman Hardware Co., Norristown, Pa., fea- 
tures toys in one of its store’s two windows. 
Every day some toys are sold and even though 
the amount of the individual sale may not be 
large this firm would not operate without an all year 
toy department. As Ellwood Wonsetler, secretary, 
expresses it, “Our toy displays every other week and our 
all year toy department are the strongest factors we 
enjoy for bringing new trade to our store. Being in 
the west side of town, several blocks from the center 
of heavy traffic we are close to the residential sections. 
There are many children about our streets. The toy 
displays after several years have been a natural place 
for these children to come ‘to see something.’ They bring 


their parents here to look at the windows. The result 
is that we enjoy some toy business all the time and make 
people think of our store when they need paints, house- 
furnishings and general hardware. 

“Though 75 per cent of our toy business is done 
during October, November and December for the holi- 
day season, the remaining 25 per cent throughout the 
year is worth the investment in stock and effort. Since 
we kept our toy stock on display all year, we find an 
increasing annual Christmas trade. People see our toys 
all the time and think of us first, when they want Christ- 
mas toys. 

“The store which features toys only at Christmas 
time has to depend upon immediate reaction to their 
displays and has not the benefits of toy propaganda all 


This window of Neiman Hardware Co., Norristown, Pa., took a prize in the Children’s Day Contest 
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"year. iP many consumers, the toy stock put out only 

during the holidays suggests just a scattered stock. The 
store with the all year department is identified as toy 
headquarters. 

“Current events help our toy sales. When Col. Lind- 
bergh flew across the ocean and other flyers did similar 
daring stunts in aviation we found an immediate popu- 
larity for airplane toys and wheel goods designed with 
the aeronautical touch. When Sir Thomas Lipton arrives 
with his challenger for America’s Cup, the newspapers 
will be full of sailboat pictures and the children will want 
sailboats. We will feature them in the windows at a 
good price and should (by past experiences) enjoy an 
active sale. 

“Two years ago, a fairly large building was being 
constructed two blocks from our store. A large steam 
shovel was in operation for several weeks. We fea- 
tured in one window a toy steam shovel to sell at $5 
and within less than a week had to wire for replace- 
ment stock. Then as the building construction progressed 
we featured construction toys. While these did not 
move as fast as the steam shovels the results were entirely 
satisfactory. 

“Tt is easy to understand these results on- airplane 
toys, sailboats, steam shovels and construction toys. To 
the child, his play is a serious undertaking. All normal 
children watch grown-ups and wish in their playing to 
imitate the actions of adults. 

“Even if we couldn’t make a cent of profit selling toys 
we would feature them anyway. We even welcome the 
sale of a twenty-cent knocked-down glider or tin whistle 
for five or ten cents. ‘Each sale, however small, has 
brought someone into our store. In the case of toys we 
usually find the children bringing in their parents. 

“We often find that a child seeking an inexpensive toy 
will help us sell to his parent something in another de- 
partment. Our open display tables of course encourage 
people to look around when in the store. 


“In conducting a toy department all year, the dealer 
must not make the mistake of expecting only the left- 
over holiday stock to bring him any steady business. 
There are some items active at Christmas time which 
we can’t sell during the remainder of the year. It is 
necessary to study toy sales and the stock. During the 
warmer months of the late spring and during the sum- 
mer there is a natural demand for sailboats, water and 
sand toys, roller skates, coaster wagons, etc., all items 
used outdoors. During the cold wet spell of February 
the demand is largely for indoor playthings. 

“It is well to watch the strictly novelty items that are 
introduced. Often a toy which is made up because of 
some special event will be featured by stores not regu- 
larly carrying any toys at any time. Such stores will 
cut the price heavily just as a leader to bring people in 
for their regular goods. If you can’t meet such com- 
petition it is better to let such novelties go, in my 
judgment. 

“As general business is good or bad, the range in toy 
sales is quickly reflected. A few years ago we seldom 
had a call for toys selling at less than 50 cents. The 
popular items ran from $2 to $2.50. Today with employ- 
ment somewhat off our most active toy sellers are priced 
at from 75 cents to $1.50. It is a fact, however, that 
even the poorest parents will want their children to have 
as many toys as possible regardless of employment con- 
ditions. That’s why the store with toys all year round 
can depend upon steady sales.” 

Norristown, less than one hour from Philadelphia, has 
a population of approximately 35,000. Good roads and 
rapid transit make competition from this major city a 
problem for Norristown merchants. Neiman Hardware 
Co. finds its toy stock, displayed every other week during 
the year, a real help in keeping local money at home. 
Officers of the company are Walter J. Sheive, president, 
S. Russell Neiman, vice-president, Mr. Wonsetler, secre- 
tary and S. Russell Neiman, treasurer. 


Says I. C. Gernert of M. S. Young & Co., Allentown, Pa.— 


UR_ merchandising 
plan for selling toys 
and sporting goods 


cars, baby walkers, and automo- 
biles during the spring months. 
During the summer and autumn 


mand is generally created in the 
store, and it is one of our best ad- 
vertising mediums. 


all the year round, is 

by constantly keep- 

ing them before the 
public. 

We make various window trims 
from time to time, showing season- 
able goods, such as coaster wagons, 
pull toys, bicycles, roller skates, 
sidewalk cycles, scooters, kiddie 


season, we show about the same line 
of merchandise adding a few num- 
bers from time to time. 

Our winter season includes sleds, 
skates, skis, ski guides, snow 
skates, wool sweaters, caps, mit- 
tens, leather coats, boots, etc. 

We find that when we display 
merchandise of this character, a de- 


Our show windows are fairly 
large being 8 ft. deep and 17 ft. 
wide, and as we do no other ad- 
vertising, we rely on them entirely. 

Naturally a great deal of stress is 
paid to the show windows and a 
good deal of time is devoted to 
producing various types of back- 
grounds which are suitable. 
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How Neiman Sells Toys 
All Through the Year 


Displays toys every other week, throughout the 


year —and would do so even if sales were small 


and unprofitable, because toys bring trade to 


all other departments of the store 


VERY other week during the entire year, the 
Neiman Hardware Co., Norristown, Pa., fea- 
tures toys in one of its store’s two windows. 
Every day some toys are sold and even though 
the amount of the individual sale may not be 
large this firm would not operate without an all year 
toy department. As Ellwood Wonsetler, secretary, 
expresses it, “Our toy displays every other week and our 
all year toy department are the strongest factors we 
enjoy for bringing new trade to our store. Being in 
the west side of town, several blocks from the center 
of heavy traffic we are close to the residential sections. 
There are many children about our streets. The toy 
displays after several years have been a natural place 
for these children to come ‘to see something.’ They bring 


their parents here to look at the windows. The result 
is that we enjoy some toy business all the time and make 
people think of our store when they need paints, house- 
furnishings and general hardware. 

“Though 75 per cent of our toy business is done 
during October, November and December for the holi- 
day season, the remaining 25 per cent throughout the 
year is worth the investment in stock and effort. Since 
we kept our toy stock on display all year, we find an 
increasing annual Christmas trade. People see our toys 
all the time and think of us first, when they want Christ- 
mas toys. 

“The store which features toys only at Christmas 
time has to depend upon immediate reaction to their 
displays and has not the benefits of toy propaganda all 


This window of Neiman Hardware Co., Norristown, Pa., took a prize in the Children’s Day Contest 
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"year. i many consumers, the toy stock put out only 

during the holidays suggests just a scattered stock. The 
store with the all year department is identified as toy 
headquarters. 

“Current events help our toy sales. When Col. Lind- 
bergh flew across the ocean and other flyers did similar 
daring stunts in aviation we found an immediate popu- 
larity for airplane toys and wheel goods designed with 
the aeronautical touch. When Sir Thomas Lipton arrives 
with his challenger for America’s Cup, the newspapers 
will be full of sailboat pictures and the children will want 
sailboats. We will feature them in the windows at a 
good price and should (by past experiences) enjoy an 
active sale. 

“Two years ago, a fairly large building was being 
constructed two blocks from our store. A large steam 
shovel was in operation for several weeks. We fea- 
tured in one window a toy steam shovel to sell at $5 
and within less than a week had to wire for replace- 
ment stock. Then as the building construction progressed 
we featured construction toys. While these did not 
move as fast as the steam shovels the results were entirely 
satisfactory. 

“It is easy to understand these results on- airplane 
toys, sailboats, steam shovels and construction toys. To 
the child, his play is a serious undertaking. All normal 
children watch grown-ups and wish in their playing to 
imitate the actions of adults. 

“Even if we couldn’t make a cent of profit selling toys 
we would feature them anyway. We even welcome the 
sale of a twenty-cent knocked-down glider or tin whistle 
for five or ten cents. “Each sale, however small, has 
brought someone into our store. In the case of toys we 
usually find the children bringing in their parents. 

“We often find that a child seeking an inexpensive toy 
will help us sell to his parent something in another de- 
partment. Our open display tables of course encourage 
people to look around when in the store. 


“In conducting a toy department all year, the dealer 
must not make the mistake of expecting only the left- 
over holiday stock to bring him any steady business. 
There are some items active at Christmas time which 
we can’t sell during the remainder of the year. It is 
necessary to study toy sales and the stock. During the 
warmer months of the late spring and during the sum- 
mer there is a natural demand for sailboats, water and 
sand toys, roller skates, coaster wagons, etc., all items 
used outdoors. During the cold wet spell of February 
the demand is largely for indoor playthings. 

“It is well to watch the strictly novelty items that are 
introduced. Often a toy which is made up because of 
some special event will be featured by stores not regu- 
larly carrying any toys at any time. Such stores will 
cut the price heavily just as a leader to bring people in 
for their regular goods. If you can’t meet such com- 
petition it is better to let such novelties go, in my 
judgment. 

“As general business is good or bad, the range in toy 
sales is quickly reflected. A few years ago we seldom 
had a call for toys selling at less than 50 cents. The 
popular items ran from $2 to $2.50. Today with employ- 
ment somewhat off our most active toy sellers are priced 
at from 75 cents to $1.50. It is a fact, however, that 
even the poorest parents will want their children to have 
as many toys as possible regardless of employment con- 
ditions. That’s why the store with toys all year round 
can depend upon steady sales.” 

Norristown, less than one hour from Philadelphia, has 
a population of approximately 35,000. Good roads and 
rapid transit make competition from this major city a 
problem for Norristown merchants. Neiman Hardware 
Co. finds its toy stock, displayed every other week during 
the year, a real help in keeping local money at home. 
Officers of the company are Walter J. Sheive, president, 
S. Russell Neiman, vice-president, Mr. Wonsetler, secre- 
tary and S. Russell Neiman, treasurer. 


Says I. C. Gernert of M. S. Young & Co., Allentown, Pa.—— 


UR_ merchandising 

plan for selling toys 

and sporting goods 

all the year round, is 

by constantly keep- 

ing them before the 
public. 

We make various window trims 
from time to time, showing season- 
able goods, such as coaster wagons, 
pull toys, bicycles, roller skates, 
sidewalk cycles, scooters, kiddie 


cars, baby walkers, and automo- 
hiles during the spring months. 

During the summer and autumn 
season, we show about the same line 
of merchandise adding a few num- 
bers from time to time. 

Our winter season includes sleds, 
skates, skis, ski guides, snow 
skates, wool sweaters, caps, mit- 
tens, leather coats, boots, etc. 

We find that when we display 
merchandise of this character, a de- 


mand is generally created in the 
store, and it is one of our best ad- 
vertising mediums. 

Our show windows are fairly 
large being 8 ft. deep and 17 ft. 
wide, and as we do no other ad- 
vertising, we rely on them entirely. 

Naturally a great deal of stress is 
paid to the show windows and a 
good deal of time is devoted to 
producing various types of back- 
grounds which are suitable. 
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Window display of Bauer Hardware Co., Utica, N. Y.—Read the story 


MISSING! 


THE “SATURATION POINT” IN SPORTING ARMS SALES 


N recent years there has been more or less loose 
talk about 
distribution of various commercial products, but so 


“Saturation Points” as applied to the 


far we have heard of no one who has succeeded in 

establishing the fact that such a thing as a “Satura- 

tion Point” actually exists outside the realm of 
physics. 

Insofar as the distribution of sporting arms is con- 
cerned, experience proves that the demand is steadily 
increasing. We often hear the question: “Where do all 
the guns go?” No one, however, seems to expect an 
answer, although the problem is not difficult of solution. 

The market for sporting arms has enjoyed a healthy 
growth, the only “off years” occurring during the World 
War, and then not on account of lack of consumer de- 
mand, but for the reason that the sporting arms manu- 
facturers were devoting their energies exclusively to 
the production of military arms and ammunition. 

Careful analysis of the situation shows that there are 


By MAJOR JOHNSON MORGAN 


many factors which contribute to the increasing de- 
mand for sporting rifles and shotguns. Every normal 
boy has an inherent desire to become a marksman. As 
soon as he is old enough he becomes a customer for a 
target rifle and in due course he acquires a sporting 
rifle and a shotgun. It is refreshing to know that a 
surprisingly large proportion of our population appre- 
ciates the importance of maintaining the tradition that 
America is a nation of marksmen, and their boys are 
still being taught how to shoot—this in spite of the 
protests of the reds, parlor-pinks and _ near-religious 
fanatics who feel that the future of our country should 
be entrusted to the tender mercies of the Bolshevists. 

The automobile enables the city dweller to enjoy a 
day’s sport afield at a minimum expenditure in time and 
money, which fact, as well as the increasing interest in 
out-door sports and the improvement in hunting con- 
ditions has an important bearing on the demand for 
sporting arms. Instead of the game supply becoming 
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exhausted hunting conditions are actually improving in 
many localities, in spite of the increase in the number of 
sportsmen. This improved condition has been brought 
about by the work of the State and Federal agencies for 
the protection and propagation of all kinds of game. 
While there still remains much to be done in the way of 
education along conservation lines, the American public 
is beginning to appreciate that even though the number 
of hunters is steadily increasing hunting conditions can 
be improved, water-power can be conserved, floods con- 
trolled, and this country made a better place to live in, by 
the carrying out of the conservation and reforestation 
programs being sponsored by the Federal and State gov- 
ernments and by hundreds of thousands of members of 
sportsmen’s associations throughout the country. 

The “Saturation Point” is apparently “just another 
alibi” when applied to firearms distribution. Frankly, 
we are quite sure that “There aint no such animal,” but 
if any such should be discovered lurking along some 
dark highway or “buy-way” of the country, we are 
confident that the retail sporting arms dealers will dis- 
play sufficient ingenuity to bag him without delay and 
nail his hide on the garage door. 


Location Isn’t Everything 


FEW years ago the Bauer Hardware Company, 

of 1044 Whitesboro Street, Utica, N. Y., was 

just an ordinary neighborhood hardware store, 
doing just an ordinary neighborhood business in a store 
16 ft. wide by 30 ft. deep, occupying part of a frame 
dwelling. Today the Bauer Hardware Company’s store, 
at the same location, occupies a building 35 ft. wide 
by 200 ft. deep, and its sales gross over $200,000 annu- 
ally. Strange as it may seem, $100,000 worth of this 
business is in sporting arms, ammunition, fishing tackle 
and sportsmen’s accessories. 

The growth of this organization was not in any way 
influenced by changed local conditions, as the store is 
situated in one of the older sections of Utica, where 
there have been few commercial developments in recent 
years. The building up of this business was accom- 
plished solely by the adoption of modern merchandising 
methods and by bringing into the organization depart- 
ment managers who had exhibited special ability as mer- 
chandisers in their respective lines. 


Remodeled Store Front 


Preliminary to launching their program of expansion, 
the Bauer Company remodeled the front of the old 
wooden building housing the business, putting in a new 
entrance and providing ample window display space at 
the street level. At the time the outside appearance of 
the store was made attractive, the interior was redeco- 
rated, new shelving was installed, and the antiquated 
showcases were replaced by modern display cases, sam- 
pling panels and display tables. 

A regular schedule of seasonal window displays was 
adopted, and local newspaper advertising was run tying 
in with these window displays. 

In addition to the regular newspaper advertising, sev- 
eral newspaper articles describing the changes in the 











The Dove-Shooting Season 


The drought of May and June prevailing through- 
out most of the United States favored the nesting 
season of doves and present indications are that there 
will be a large crop of this game bird this year, ac- 
cording to reports made from every section of the 
country to the American Game Protective Association. 
The dove nests in every State, and, in most bring off 
from two to four broods a season. : 

The shooting season on doves opens in most States 
in September. 

States that will have an open season on doves this 
year and their dates follow: 

Alabama, (Split season) Sept. 1 to 30, Nov. 20 to 
Jan. 31; Arizona, Sept. 1 to Dec. 15; Arkansas, Sept. 
1 to Dec. 15; California, Sept. 1 to 30; Colorado, 
(Season set to open Sept. 1, 1930); Delaware, Sept. 1 
to Dec. 15; Florida, Nov. 20 to Jan. 31; Georgia, 
(Split season) Sept. 1 to 30, Nov. 20 to Jan. 31; 
Idaho, Sept. 1 to Dec. 15; Illinois, Sept. 1 to 30; 
Kansas, Sept. 1 to Oct. 15; Kentucky, Sept. 1 to Dec. 
15; Louisiana, Dec. 1 to Jan. 31; Maryland, (Split 
season) Sept. 1 to 30; Nov. 10 to Dec. 15; Minnesota, 
Sept. 16 to Oct. 1; Mississippi, (Split season) Sept. 1 
to 30, Nov. 20 to Jan. 31; Missouri, Sept. 1 to Dec. 
15; Nebraska, Sept. 1 to 15; Nevada, Sept. 1 to Dec. 
15; New Mexico, Sept. 1 to Dec. 15; North Carolina, 
Nov. 20 to Jan. 31; Oklahoma, Sept. 1 to Dec. 15; 
South Carolina, (Split season) Sept. 1 to 30, Nov. 
20 to Jan. 31; Tennessee, Sept. 1 to Dec. 15; Texas, 
Sept. 1 to Oct. 31; Virginia, Sept. 1 to Dec. 15. 











store arrangement, extent of new lines of merchandise, 
etc., were “sold” to the editors of the local papers. 

Complete lines of hunting and fishing equipment were 
added and were featured in the new windows. These 
displays, backed by newspaper advertising, soon proved 
their worth, and now Bauer’s draws its customers for 
sportsmen’s supplies from all parts of the city, as well 
as from the suburban towns. 

Bauer’s enjoys the reputation of being among the first 
in the local market with new models, one of their news- 
paper slogans being: “If it’s something new in hard- 
ware or sporting goods, you can get it at Bauer’s.” 

The firearms and ammunition section of the sporting 
goods department has been developed to such a point 
that they now advertise that they carry in stock even 
the “hard to get” items in ammunition, including car- 
tridges in the foreign millimeter sizes. 

Needless to say, the members of the Bauer organ- 
ization are taking prominent parts in the sports activi- 
ties of the city and are lending enthusiastic support to 
the local agencies for the propagation and protection of 
fish and game. 

While a neighborhood hardware store might not ap- 
pear to offer particularly favorable opportunities for the 
the Bauer Hardware Company, of -Utica, N. Y., has 
demonstrated that location isn’t everything, and _ that, 
development of a successful sporting goods department, 
after all, service is what counts. 
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HEY ae ee . 


HEREVER a retail merchant turns 

these days, he is confronted with the 

“rattle of chains.” He gets up in the 

morning with a mail order headache 

and goes to bed at night with chain 

store indigestion. The chain subject has been handed to 

him so regularly that he has almost developed a one- 

track mind on the whole subject of competition. Some- 

ene has succeeded as well in making the retailer “chain 

store-conscious,” that he is practically “‘unconscious”’ so 
far as other forms of competition are concerned. 

Don’t misunderstand us. We are not attempting to 
belittle the chain store and catalog house problem. It 
deserves plenty of serious consideration. However, it is 
not the only competitive problem on the merchandising 
map. There are others, some of which may eventually 
give the independent retailer more to worry about than 
the chains do now. 

To our way of thinking, it is about time for the hard- 
ware industry to do a little constructive thinking and 
worrying over the merchandising activities of the public 
service corporations. There is more real menace to in- 
dependent retailing in the background of those activities 
than in the mail order houses and chain stores put to- 
gether. 

At least the catalog houses and chain stores are in the 
merchandising business to make a profit. Selling goods 
is not a side issue with them. They have no public serv- 
ice monopoly on which they can unload their sales ex- 
penses or losses. They may enjoy a small advantage in 
buying, but their business is not run as a no-profit feeder 
for some public service with a guaranteed income. 

But—how about the public utility companies? They 
operate on a franchise which gives them a_ virtual 
monopoly on the service they represent. The state guar- 
antees them a certain percentage of profit on their invest- 
ment. Their merchandising departments are “side is- 
sues,” the objects of which are to increase the use of 
gas, electric current, water or whatever service they rep- 
resent. Since they do not depend on profits from mer- 


What Nexr 2 


By LLEW S. SOULE 


chandise sales, they present a type of competition that 
puts the competing retailer almost out of the picture. At 
the same time they offer no permanent advantage to the 
consumer since the expenses of merchandising are passed 
on to him sooner or later in the form of higher rates. 

We believe that public service corporations should be 
legally restrained from engaging in the business of sell- 
ing merchandise. We believe that laws to that effect 
would benefit the public at large as well as manufac- 
turers, wholesalers and independent retailers. 

How would such laws benefit the public? In several 
ways. If the utilities are allowed to sell merchandise, 
they can, because of their ability to operate merchandise 
departments on a no-profit basis, eventually eliminate 
competition. With competition eliminated, they can con- 
fine their sales to such appliances as they choose. Since 
their object is to increase their service load, they can, if 
they wish, sell only appliances which consume more elec- 
tric current, more gas, more water, etc. By charging 
expenses and losses of their merchandising departments 
to general operation, they can increase service costs and 
establish a basis for higher service rates. What the con- 
sumer might save in his purchases of appliances can 
soon be wiped out by the increased rates. 

How would such laws benefit the manufacturer? If 
the utilities are allowed to gain a monopoly in the sales 
of appliances which operate on their services, they can 
specify the makes of appliances which they will handle. 
They can thus put the bulk of appliance manufacturers 
out of business. If they decide to do so, they can manu- 
facture their own appliances and eventually eliminate all 
appliance manufacturers. One utility company has al- 
ready bought out a stove company, which indicates that 
this utility intends to manufacture gas stoves to retail 
through its merchandising department. If it is logical 
for the utility companies to sell merchandise, it is equally 
logical for them to make that merchandise. 

Why would such laws benefit the retail merchant ? 

The fundamental business of the utility company is to 
furnish the consumer with gas, water, electric current, 
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Don’t spend all your time worrying over the 
“Chains”—Do a little worrying over the “Utili- 


ties’.—There is more 


“menace” to the Inde- 


pendent Retail Dealer in the Merchandise 
Departments of Public Utilities, than in all the 
Chain Stores and Catalog Houses combined— 
Resolutions won’t stop that Menace; action will 


etc. For this service it receives a guaranteed percentage 
of profit. It does not have to make a profit on merchan- 
dise sales. It can, and in many cases does, operate its 
merchandising department at an actual loss. Where 
such conditions exist, it is practically impossible for the 
competing retailer to handle appliances at a profit. 

The utility company can, and sometimes does, refuse 
to service appliances which it does not sell. With these 
obstacles removed, retail merchants could compete on a 
fair and equitable basis. 

The United States Department of Commerce is now 
conducting an investigation of merchandise distribution. 
One of the reasons for this investigation is to ascertain 
whether or not unfair methods of competition are in- 
volved, because unfair methods of competition in com- 
merce are unlawful. 

It would; do well to include the merchandise depart- 
ments of public service corporations in this investigation. 
There is reason to believe that in many cases “unfair 


ID you ever hear of the “Hep- 
burn Act’? It was passed by 
Congress in 1906. It contained a 
clause called the ‘Commodities 
Clause’? which stopped the railroads 
from engaging in the coal business. 
The railroads cared nothing about 
the coal business as a business. They 
were willing to sell coal on a little or 
no margin basis and take their profit 
from the freight charges. Mean- 
while utility companies are allowed to 
sell appliances sometimes at actual 
loss and take their profits from the 
gas or electricity they sell. 
Why the partiality? The principle 
involved is the same in either case. 


methods of competition” would be disclosed. Practically 
every hardware merchant in this country knows from 
bitter experience what those methods are. 

The fact that some public service companies do not 
employ unfair methods of competition has little or no 
bearing on the subject. It is not a question of what cer- 
tain companies do—one way or the other. It is the 
duestion of the opportunity for unfair competition which 
is at issue. 

The utility company which does not practise unfair 
methods of competition now, might, under different man- 
agement, change its tactics. The opportunity and the 
inducement are present and will be so long as the utility 
companies are allowed to sell merchandise to build their 
service load. 

The Hepburn Act, passed in 1906, makes it illegal for 
railroads to, deal in coal for the purpose of increasing 
freight receipts. Why, then, should it be legal for pub- 
lic service corporations to deal in appliances for the pur- 
pose of increasing service loads? We need another Hep- 
burn Act, applied to the utilities. 

Resolutions will not stop the utilities from selling mer- 
chandise. Codes of ethics will not stop them. Polite re- 
quests to “discontinue” will be of little avail. Only such 
legislation as will definitely confine the activities of the 
utility companies to the services covered by their fran- 
chises will solve the problem. Sych legislation will not 
be easy to get. It can be obtained only by concerted ef- 
fort applied to a common cause; effort of manufacturers, 
wholesalers, retailers and constmers—all of whom have 
interests at stake. 

So far the “utilities” have confined their merchandis- 
ing largely to gas and electrical appliances. This line, 
however, is gradually growing to include dishes, cooking 
utensils and kitchen equipment. Soon it may run the 
whole gamut of house furnishings. Then what? 

Back of the present merchandise departments of pub- 
lic service corporations are possibilities which cover the 
entire field of retail merchandising. 

Competition of utility companies may some day make 
chain stores and catalog houses look like amateurs. 
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Carlisle’s main sam- 
ple room is shown 
above, while the 
views at the right and 
left illustrate how the 
cabinets in the wall 
space concentrate at- 
tention exclusively on 
certain items. 












CARLISLE’S FOUND A. 


BroaDeR /WaARKET 10s 


ECENT changes in building construction prin- trend the sum involved in some of the new buildings, 
ciples have been responsible for the fairly so far as the items formerly supplied by most hardware 
general use of steel windows, and similar metal stores is concerned, is somewhat smaller than formerly. 
parts, in many of the larger, as well as some However some hardware firms have found that the 
of the smaller buildings now being erected. In changes have actually broadened their markets for 
many modern homes steel cabinets and like features are builders’ supplies. Such firms have responded to the 
As a consequence of this changed conditions by enlarging the scope of their build- 


built in as component parts. 
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ers’ department through adding new items. The 
Carlisle Hardware Co., Springfield, Mass., has exempli- 
fied the fact that a wider market exists than most mer- 
chants realize. Through expansion and enlarging the 
scope of this department, the firm has found that the 
returns have more than justified its following modern 
construction trends. 

The first move was to consolidate all related depart- 
ments into one group. W. H. Stucker, who had had 
many years of experience in the builders’ hardware field, 
was chosen to supervise the general Builders’ Supplies 
Department. Builders’ hardware, paints, builders’ sup- 
plies and contractors’ materials, are all embraced in the 
department. It has been the experience of the firm that 
many of the items are so closely related to the others, 
that the demand for on article actually creates a demand 
for another. In adding new lines, the store has dis- 
covered that often a good demand prevails for items, 
which had not been carried previously. Many of the 
new lines fit in perfectly with the kindred merchandise 
sold by the firm. 

Steel sash, including basement windows, casement win- 
dows and factory sash, is one major line, which was but 
recently added to the stock. Relative to this particular 
line, Mr. Stucker said: “While it requires careful atten- 
tion to details and even quicker service than hardware, it 
can be handled by a well trained hardware man, with 
less actual work than his own line.” Other new lines, 
which have been found profitable are lighting fixtures, 
rubber tile floor covering, radiator enclosures, built-in 
medicine cabinets, clothes hampers and bath room fix- 
tures. All of these help materially to boost the hard- 
ware merchants share of the business obtained 
residences and the additional business costs less in effort 
than builders’ hardware. One recent sale of radiator 
enclosures for a large office building involved an order 
of about $5,000. 

Fireplace fittings, which are a regular line in most 
stores, are easily worked in as added sales for the con- 


from 


| BUILDER'S SUPPLIES 


Business in builder’s hardware is getting better 
and better, so far as the Carlisle Hardware Co., 
Springfield, Mass., is concerned. They have aug- 
mented the line and are keeping in step with the 
changing principles of construction and this article 
describes the methods which are being used. 


tract department, providing they are shown and sug- 
gested. Several very successful contractors who build 
houses for sale have found that equipping the fireplace 
and providing other unlooked for features aids consider- 
ably in making the houses readily salable. In connec- 
tion with fireplace equipment, the firm suggests and sells 
a patented fire place, designated as the “Heatilator.” 
In the device, the cold air is drawn into the bottom of a 
steel jacket, which surrounds the fireplace, through small 
registers at either side. The heated air then emerges 
from similar small registers at the top of the device. 
With reference to radiator enclosures the firm pointed 
out that they draw businesses from old houses as well 
as new. Chestnut picket fence is another line often 
sold on a general bill by the contract department. 

The thought back of the moves which were made to 
augment the stock in this fashion was that it takes a 
great deal of hardwork to cement a good architect or 
contractor to the firm as a customer, and that the amount 
of business and resultant profit from builders’ hard- 
ware alone, is hardly worth the required effort. This 
has led the store to form the opinion that after all of 
the hard work which has been necessary, to give the type 
of service that gains a good customer, that the store is 
naturally in the patron’s confidence to the extent that 
selling additional lines is comparatively easy. At the 
same time the contractors bill of hardware is being 
figured, the other additional items are suggested and 
approval is often secured to incorporate many of the 
extra items on the original bill. In addition to the ad- 
vantages this method has for the firm, it is also helpful 
to the architect or contractor, as it simplifies matters 
considerably when the largest portion of the needed 
materials come from one source of supply. 

Where it is practical in the additional items selected, 
the firm makes it a point to suggest the ensemble idea, 
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As an 


which has recently come into greater vogue. 
example if the bathroom is considered the firm suggests 
radiator enclosures, light fixtures, medicine cabinets, 
bath room fixtures and built-in clothes hampers, finished 
in permanent matching colors. In other parts of the 
new house, lighting fixtures can be suggested that match 
and harmonize with the builders’ hardware trim in that 
particular room. Even the design on chandeliers and 
wall bracket lighting fixtures have been perfectly matched 
with the hand executed, china and enamel door knob 
sets in some fastidious homes equipped by Carlisle’s. 
This unique idea is illustrated in an accompanying photo- 
graph. 
Good Homes Are Best Prospects 


It has been the experience of the store that people 
who build a really good home will readily acquiesce to a 
proportionate investment in builders’ hardware and 
kindred features if they are proposed. As Colonial type 
homes are popular in the section of New England where 
the store is located, imported English and American hard- 
ware of the hand made type is in good demand. Swedish 
and Spanish finished hardware is also in good demand. 
The firm acts as representatives, in this country, for one 
of the well-known English manufacturers of wrought 
iron and other types of hardware. For special jobs the 
firm has a skilled blacksmith who hand forges any de- 
sired design. 

Reproductions of Colonial sconces and lanterns were 
among the first additional items added. Then the con- 
stantly increasing sale of the hand painted English china 
knobs for doors and cupboards, gave the firm the idea of 
having bedroom lighting fixtures made to match or 
harmonize with the hand painted door knobs. The close 
association of lighting fixtures and hardware made 
Carlisle’s feel that clients would like to select their hard- 
ware and lighting fixtures at the same time, consequent- 
ly the store planned a series of rooms, especially arranged 
to display builders’ hardware, lighting fixtures, fireplace 





HE window display 

at the left is typi- 
cal of the good taste 
exercised in displaying 
builders’ hardware 
throughout the Carlisle 
store. A few well chosen 
articles are shown with 
unusually good effect. 


fittings and the other builders’ lines carried by the firm. 

The main sample room which is the largest of several, 
is designed as a living room. It will show in their proper 
scale and environment only the usual number of lighting 
fixtures used in a living room. However, the fixtures are 
easily and quickly removed and changed for others of 
different type in short order. This scheme applies to 
wall brackets as well as hanging fixtures. Through this 
plan the fixtures can be changed from Colonial to English 
or Spanish in accordance with the type of home which 
is being constructed by the prospect. Thus the client can 
view the effect in a proper setting away from crowded 
fixture sample rooms, where many fixtures of varied 
types has a tendency to confuse the prospect. 

Almost everything used in the main sample room is for 
sale. The rubber tile floor covering, hardware trim, 
radiator enclosures, casement windows, lighting fixtures, 
fireplace and fireplace fittings all serve as samples in a 
most effective manner. Some clients have even expressed 
the desire to purchase the maple table and chairs used 
in the room, and the store is considering adding this line. 
As is obvious one new line leads to paving the way for 
another. The walls of the main sample room are 
finished in a very unusual and attractive manner. The 
walls are of “knotty” pine, which was first treated with 
an acid to give it a weathered effect, then waxed and 
hand rubbed. The completed effect which was achieved 
is vastly more pleasing than that of the usual sample 
room. Two smaller sample rooms display the more 
complete line of lighting fixtures, with fire place fittings, 
utilizing the floor and wall space below the fixtures. The 
fourth sample room is used for medicine cabinets, built- 
in clothes hampers, bathroom fixtures and bathroom light- 
ing fixtures. The outside walls of the sample rooms 
show lanterns and chestnut picket fence. All four sample 
rooms are adjoining and are located on the second floor 


of the store. 
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Hot of the Naif 


Little yarns that others have laughed over 
culled fro mvarious sources. As a contem- 
porary puts it; “Some of them have been 


copied, the rest will be.” 











Classified advertisement in a 
Chicago newspaper: “Large and | 
high-grade cemetery has open- 
ing for high-grade man of ex- 
ecutive ability. Permanent and 
very attractive proposition.” 





Abie: “When does your open- 
ing sale close?” 

Izzy: “When my closing-out 
sale opens.” 





He: “Something seems to be 
wrong with this engine, it——” 
She: “Don’t be foolish; wait 
until we get off this main road.” 





You have probably observed 
from time to time that the 
grapefruit is one thing that 
manages to get itself into the 
public eye without the aid of 
the newspapers. 





Doctor (to fair patient) “You 
certainly have acute appendi- 
citis.” 

Fair Patient: 
you flatter me.” 


“Oh, doctor, 





Any fat lady could have told 
the naval conference that at- 
tempts to reduce merely make 
things worse. 





An Englishman was visiting 
this country for the first time, 
and as he was driving along 
the highway saw a sign, “Drive 
Slow. This means YOU.” 

The Englishman stopped in 
surprise and exclaimed: “My 
word, how did they know I was 
here?” 





The only thing we have 
against Noah is that he didn’t 
let those two Pekingese drown. 





A repairing tailor in London 
has emblazoned across his shop 
window the message: “As ye 
rip, so shall we sew.” 





It was summer time and a 
farmer was showing his new 
laborer around the farm, at the 
same time explaining to him 
all the duties he would have to 
do. 

When the farmer had given a 
list of the numerous duties re- 
quired, the laborer paused a 
little and said: “What about 
cleaning all that snow from 
around the house?” 

Farmer: “What are you talk- 
ing about? There’s no snow at 
this time of the year.” 

Laborer: “No, but by the 
time I’ve done all my jobs there 
will be.” 





A schoolgirl’s essay in a Mon- 
tana paper ran as _ follows: 
“When we go camping, we must 
keep the place neat, we must be 
very careful to put out our fire. 
This is God’s country. Don’t 
burn it up and make it look like 
hell.” 





“Tt’s not just the work I en- 
joy,” said the taxi driver, “it’s 
the people I run into.” 





“T see that you’ve given up 
teaching your wife to drive.” 

“Yes, we had an accident.” 

“What happened?” 

“T told her to release her 
clutch, and she let go of the 
steering wheel.” 





Milly (age 5)—“Were you in 
Noah’s ark, Grandpa?” 





Grandpa—“Why no, child, 
certainly not.” 

Milly—“Then why weren't 
you drowned?” 

Visitor to No. 1897: “You 
know, stone walls do not a 


prison make, nor iron bars a 
cage.” 

No. 1897: “Well, if they 
don’t, I’ve been crazy for sit- 
ting here this long.” 





An Irish motor truck driver | 
was charged with reckless driv- | 
ing in having stopped his truck | 
so suddenly that a car behind | 
smashed into him. | 

The judge asked him why he | 
had not held out his hand. Pat 
indignantly answered: “If the 
poor fool couldn’t see me truck, 
how in hiven’s name could he 
see me hand?” 





Nature Hint—Another good 
place for a zipper would be on 
string beans. 





that 
the 


“Did you hear 
Henry has joined 
silent majority?” 

“No. Did he die?” 

“Oh, he didn’t die. 
married yesterday.” 


poor 
great 


He got 





“What makes you so uneasy? 
Is your conscience bothtring 
you?” 

“No, it’s my winter under- 
wear.” 





It seems that one of the em- 
ployees of Henry Ford dreamed 
that Henry died. He dreamed 
that he saw the black casket 
being borne by six of Henry’s 
oldest and most faithful em- 
ployees. As the casket came 
by, Henry raised up, looked 
around, and offered the follow- 
ing suggestion: 

“Tf you would put rollers 
under this casket, you could lay 
off five men.” 





Interviewer: “I have been 





informed, sir, that you began 
life as a poor bricklayer.” 

Great Contractor: “There are 
two mistakes in that sentence. 
I began life as an infant and 
there is so such thing as a poor 
bricklayer.” 





Police Sergeant: “Is the man 
dangerously wounded?” 

Patrolman: “Two of the 
wounds are fatal, but the other 
one isn’t so bad.” 





(in the grandstand) : 
fellows don’t seem to 
get on to that pitcher’s curves.” 

She (new to the game): 
“Why, I did as soon as I saw 
him. He is dreadfully bow- 


legged, isn’t he?” 


He 


“Those 





Jones—“How do you spend 


your income?” 


Smith—“About 30 per cent 
for shelter, 30 per cent for 
clothing, 40 per cent for food 
and 20 per cent for amusement.” 

Jones—“But that adds up to 
120 per cent.” 

Smith—‘“That’s right.” 

This is the season when the 
all-around champion college 
athlete comes home and falls 
exhausted after putting up the 
window screens. 








Father: “Young man, I un- 
derstand you have made ad- 
vances to my daughter.” 

Young Man: “Yes, I wasn’t 
going to say anything about it; 
but since you’ve mentioned it, 
I wish you could get her to pay 
me back.” 


The Gossip: “I 
store was robbed 
Lose much?” 

The Optimist: “Some. But it 
would have been worse if the 
yeggs had got in the night be- 
fore. You see, yesterday I just 
finished marking down every- 
thing 20 per cent.” 


hear 
last 


your 
night. 


Dentist (just off for a round 
of golf, to assistant): “If any- 
one should inquire, Miss Brown, 
I’m away on business. I have 
eighteen cavities to fill this 
afternoon.” 
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The Shift to the Suburb 


By CLARENCE E, BOSWORTH 


NE of the most astonishing transitions that 

the world has ever experienced in retail 
distribution is taking place now, right here 
in these United States and, despite the 
portentousness of the movement, we are 
only now becoming conscious of it. But already the 
movement is so definite that economists and executives 
are hastening to appraise it. 

The scenes of retailing are shifting, and as they shift 
they change the character of retailing, and this affects 
the whole general scheme of distribution. 

The underlying cause is the general exodus of our 
younger people from the cities to the suburbs. Youth 
demands freedom, room, fresh air, sunshine and favor- 
able conditions for the rearing of children. It resents 
and rebels at being sandwiched in, filing cabinet fashion, 
in the cramped, crowded living quarters of our great 
cities. What we have known about the community loca- 
tion of people of forty-five and under—that is, what 
we have known in a haphazard sort of way—the figures 
for the new census are telling us very definitely and that 
is, it is the people of forty-five and under who are re- 
sponsible for the tremendous 
suburban growth. 

We have long known that it 
is people of fifty and under 
who give business its volume. 
We have also known for years 
that, paradoxical as it may 
sound, the people of the 
United States are at one and 
the same time the most liberal 
spenders and the laziest buy- 
ers. That is why we have seen 
such a scramble on the part of 
retailers to get store locations 
“where people pass,” and why 
store arrangement has been 
so scientifically developed to 
make all departments access- 
ible and all merchandise im- 
mediately available. 

But now we are faced with 
a new problem. Being where 


r 
+ 


ness. 


people pass isn’t enough. Buy- ‘““ 99 
ing is not as casual as it was f ootwear 
even a few years ago. Social ‘ ‘hardware 


and economic urge inspire 
more and more a definiteness 


ALTHOUGH this 
article was originally 
written for and pub- 
lished in the Boot and 
Shoe Recorder, leading 
paper in the retail shoe 
field, it contains essen- 
tial merchandising facts 
which could be applied 
to all types of retail busi- 
When Mr. Bos- 


worth says “shoes”? or 


—The Editors. 


of purpose-for all our waking hours. The habit of 
“dropping in” to buy a pair of shoes is passing: the plan 
of very definitely going to a store for footwear is 
upon us. . 

More than that, most footwear is passing from the 
classification of “shopping goods” to “convenience 
goods.” The reason for it is the same reason that has 
placed so many other items in the same classification, 
that is, standardization. It is because of this standard- 
ization that the average motorist often remarks that 
one automobile in any given price class is as good as 
another. If it has become true of so important an item 
as a motor car, how much more true must it be of such 
merchandise as footwear. 

Ask the next ten, twenty, fitty people you meet (if 
you are in one of our larger-cities) and you'll find that, 
whereas they once held closely to a given make of foot- 
wear and bought it at a given store, they now buy “where 
it is more convenient.” And the reason is, the consumer 
believes that one shoe at a price is pretty much like any 
other shoe at the same price. Little differences that 
influence the owner of normal feet and normal style 
preferences are not sufficient 
to cause him or her to go to 
any great effort to secure 
the particular footwear for 
which the intending purchaser 
may have a quasi-preference. 

Manitfacturers and retailers 
alike may take exception to 
this declaration, but it is true 
nevertheless. Why, then, 
should we kid ourselves be- 
cause of pride of manufacture 
or pride of proprietorship? 
Both are all right, but, like 
love in marriage, you can’t 
live on them. There’s always 
the dominating matter of 
money. And if you want 
money, you’ve got to get it 
from the people who spend it. 
Under today’s scheme of 
things, to get it from them, 
you must go where they are. 
I’ll prove that statement, too. 

As late as 1925, chain stores 
were regarded as an wholly 
urban proposition. I refer 


you think 
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Opportunity beckons to the 


alert merchants as prosperous folk 


forsake congested areas for suburban community life 


now to the great chains, such as grocery stores, drug 
stores, the 5 cents to $1 chains—yes, and even the cigar 
store chains. Then something happened. Chain execu- 
tives have little regard for sentiment or tradition and 
they put little faith in unsupported beliefs. They 
measured the market and found that youth gives business 
its volume. Almost immediately they soft-pedaled city- 
center expansion and undertook a plan of vigorous sub- 
urban expansion. By 1927 this new plan, which is giving 
them greater volume than any class of retailers has ever 
known before, was in full swing. 

Between 1927 and 1930, cigar chain expansion in cities 
increased 113 per cent as against an expansion of 360 
per cent in the suburbs. Drug chain expansion in cities 
was limited entirely to the suburbs, where it was 9 per 
cent, as compared with an urban decrease of 8 per cent. 
Certainly units of the cigar chains appear, upon first 
thought, to be downtown propositions, no matter where 
the population chooses to reside—but experience shows 
that they only appear to be downtown propositions. 


Tue chains were, as said before, first to appreciate 
the value of concentrating upon the age groups which 
give business its volume. And in addition to this age selec- 
tivity, which give the suburban markets their exceptional 
value, is the actual numerical growth which has taken 
place. Still limiting our consideration of this 
phenomenon in the matter of shifting markets in and 
around our cities with populations of 100,000 or more, 
we find that the urban gain in population between 1927 
and 1930 was 10 per cent as compared with a suburban 
gain of 25 per cent. Trade follows the flag surely, but 
just as surely trade follows the family! 

This is especially true of such personal merchandise 


HT 
“Wu 7 
alld io : 4 
2 ae 





that we 


and it is little wonder 


as footwear, find shoe 
retailers adjusting themselves to the situation. The 
urban gain in retail outlets for footwear was only 29 
per cent during the three years under study, but the 
suburban gain was 121 per cent. There’s a qualification 
of this statement that appears from a further break- 
down of retail outlets, however, which must be injected 
even though it shows that merchants who retail foot- 
wear exclusively have not yet waked up to present con- 
shoe stores increased 14 per cent 


ditions. Exclusive 


in these cities as against only 2 per cent in the suburbs. 


No wonder the volume of footwear business which is 
passing to department stores and their suburban branches 
retailers a lot of worry. 


is causing exclusive footwear 


Six how contemporaries have met the situation. Auto 
dealers increased their stores only 7 per cent in the city 
Men’s clothing 
dealers decreased their number of stores 16 per cent in 
cities but increased them 18 per cent in the suburbs. 
Women’s wear shops decreased 18 per cent in cities and 


as against 110 per cent in the syburbs. 


gained 35 per cent in the suburbs. There’s something 
that should make every footwear retailer in America sit 
Now get this one: department stores 


cities but their 


up and take notice. 
showed only a 15 per cent gain in 
numerical expansion in the suburbs was 119 per cent. 
The alacrity with which established stores in this class 
have employed the defensive measure of establishing 
branches in the suburbs is especially significant. 
Consumer convenience is the controlling factor. Ac- 
cessibility is the first consideration. In Philadelphia, 
for example, the concentration of the moneyed people 


(Continued on page 78) 
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The Vance Company, Chilhowie, Va., and the Marion Hardware & Supply Co., Marion, Va. 


HOW NEFF DEVELOPED AN 


Easy SYSTEM o: 


N. NEFF, president and general 

manager of the Vance Supply Co., 

Inc., Abingdon, Va., directs the ac- 

tivities of six very successful hard- 

e@ ware stores located in thriving rural 

towns in southwestern Virginia. The 

six stores do an annual volume of business in excess 
of $600,000 and produce a net profit on this volume of 
6.36 per cent. Overhead expenses average a trifle under 
15 per cent. 
per cent has registered in the amount of business trans- 
acted by the organization. These figures are significant, 
as they bespeak efficient operation. The percentage of 
net profit is above the average, while overhead expense 
At the same time sales volume has 


During: the past three years a gain of 5 


is lower than usual. 
shown a steady increase. 
There is, of course, a very definite reason for this 


Business 


By J. M. Witten 


remarkable record, and that reason is business control. 
Differing considerably from the usual form of business 
control, Mr. Neff’s system is simple, easy to keep and 
easy to understand. Furthermore, Mr. Neff declares 
that while it requires less trouble than any similar sys- 
tem, it is at the same time more complete. He con- 
siders that business control is the one most important 
factor in the efficient operation of a retail hardware busi- 
ness under present conditions, asserting that it serves 
as the only accurate business barometer available to the 
merchant. 

The system, in its present form, has been used in the 
Vance’ stores since 1926 and has become more indis- 
pensable each year since. Actual operation of the plan 
has conclusively proved its efficiency and merit. Highly 
complicated forms and records have been the greatest 
obstacle to a wider adoption of business control, making 


Below, from left to right, Abingdon Hardware & Supply Co., Abingdon, Va.; Vance Hardware Co., Marion, Va., and Vance 
Supply Co., Abingdon, Va. 
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The Glade Spring Hardware & Supply Co., Glade Spring, Va. 


Population 300. 


-| CONTROL 


this simple and easier method doubly worthy of dealer 
attention. The aim of business control is, of course, 
to reduce expenses and increase sales. As the previ- 
ously mentioned figures indicate, the Neff method ac- 
complishes both. 

As a basis for future calculations, a budget is first 
established. As the first step an estimate of sales is 
made, being based on a conservative estimate of previous 
experience. In the same manner an estimate of ex- 
penses is made. In establishing these figures the mini- 
mum amount of sales which may be reasonably expected 
is used, while-a maximum allowance is made for the 
estimated expenses. This precaution then permits some 
fluctuation, placing the store on the safe side if budget 
figures and actual totals do not closely compare with 
each other. 

It has been the experience of many merchants during 
the first few months of utilizing business control that 






lll 


W. N. NEFF 


General Manager 
Vance Company 


All of these hardware stores are 
located in towns of 3600 or less 
population and are operated by 
The Vance Company in south- 
western Virginia. Facts and 
figures—not guesswork—have 
made their successful operation 
possible. Here is a story of a 
$602,000 business that is still 
growing. 





DAILY REPORT OF 


VANCE SUPPLY COMPANY 
ABINGDON, VA. 


DATE OF BUSINESS. 





BUILDING FEED AND 
HARDWARE supp.ies Tt) FERTILIZER MACHINERY 





COMMERCIAL PRONTERY, WFTMEWAAE, vA. 






In the above illustration, 
Main Street of Marion, Va., 
population 3500 is shown. 
Two of the Vance stores 
are located on this street. 
At the left, the form of 
daily report used by each 
store in the organization is 
reproduced 
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the estimates established in the 
budget have so nearly approximated 
actual totals that they were alarm- 
ing, the dealers thinking that they 
were too nearly the same to be cor- 
rect. This has shown that it is a 
comparatively easy matter to estab- 
lish a budget with almost uncanny 
accuracy. There are only two im- 
portant issues requiring the mer- 


First, an esti- 


chant’s attention. 
mate of the sales for the year, 
which is easy to arrive at, using the 
sales for the past three to five years 
as a basis, and secondly, an esti- 
mate of expenses, also made on the 
basis of past experience. 

There is one thing that the mer- 
chant* should watch carefully—not 
to put the sales higher nor the ex- 
penses lower than they can be rea- 
sonably expected to be. The budget 
serves not as a mark to shoot at, 
but instead as a guide and a means 
of warning the merchant when dan- 
ger lurks ahead. One of the prin- 
cipal things it is designed to assist 
in attaining is a net profit of at least 
5 per cent, which is indeed reason- 
able. The benefits of the system are 
readily apparent when actual sales 
fall below the estimated totals or 
expenses are in excess of the esti- 
mated figures. In such instances 
the merchant is warned in ample 
time to start corrective measures by 
taking steps to increase sales and 

(Continued on page 80) 
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On this street, in Chil- 
howie, Va., the parent 
store of the Vance 
organization w a s 
founded. It is a town 
of 750 people. The 
company’s own fer- 
tilizer plant is located 
here. The form de- 
vised by Mr. Neff for 
business control is re- 
produced below 








Monthly General Ledger Trial Balance 


MAY 30 19_50 


INVOICES DUE $2228.86 n— 
Later 338.87 2d~ 





5 e lee ee $2567.67 





TRIAL BALANCE 


SUMMARY OF SALES 
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ACCOUNT CLASSIFICATION { [mine | Mane Tus Monte Tova ro Dare 
Revenue and Expenses ae | _ Hardware 25g 258. 4, 159,98 3,385.71 | 6,639.P1_ 
__ Seles per Semmery __| = _}87,504,66 | Building Supplice | 20%.2,3651 01 1,669.64 | | 6,825.07 
___ Purchases per Summary ___ 22,884,668 | | __Feedand Seed |: 15% 1,490.30 1,186.99 | 9,936. 85 
_Sommpe Sommer __| 6,085,25 ; _| _| Fert (wal _/ 5%] asnjoa_|2,220.45 |s,053.b8_ 
ee ~1 4-5 ee ‘a x : 
___ Miscellaneous P. and. Adj | e716 | |__| Mechinry _—_—si _20f | a. 25-1 /2,070043_ 
__Fentliaer Expense _ am that ae to! 
_ Fertilizer Discount | SUMMARY OF PURCHASES 
Dividends Received . ae CLASSIFICATION | Tee Monts 'g Tora. To Dare 
Commissions on oe Hardware ____ 2, on9,90- 13,940.67 _ 
Truck Bessipts 52-25% || Building Supplies ______ 1, 651.64 |, 5,771.35 
__Shop Recents _ Feed and Seed (1,036.42_| 7.222.21_ 
___ Rent Receipts _ 225400, || _ Fertilizer (retail) ae 2,586.70 | 1,769.75 _ 
Bad Debts Collected 11460, | Fertilizer (wholewmle) _| ee 
Parent _} Machinery Reta 10.70 70_| 1429070 
Assets and Liabilities — f Yotal li” oa6.08 (bo ans.'ca 
Bank Balance Pirst/Mat?l 2,876 |.74 +a SUMMARY OF EXPENSES 
ni titinns if CLASSIFICATION foe ved | en Tue Mont = ToTAL To Dare 
a —8255 —317,28 
Sait. : |_Seleries 2,800 0 =e _2,887.00 
_Petty Coch ___ 10.00 Extra Labor 200400 | _ 75,00 | _ 522,50 
Accounts Receivable | 8,665.05 | Shop Expenses aoe - 
_ Notes Receivable | 5,342.86 | Advertising 225.00 | 69.38 206475 
Inventory (27,177.52 Auto Expenses R w2sso_| |_| 2 
Furniture and Equipment 3,229.56 ] Truck Expenses 125,00 - 11,80 | _127.96 
Machinery } | Rent 625.00 | 126.00 | 625.00 
Buildings 4a854.98 i Light, Heat and Water “a 125.00 45.80 96.50 
Real Estate eet __ Postage, Stationery, Printing 122 480 3640 | 64.44 
‘Stocks and Bonds 99-00 | Telephone, Telegraph |g 50 12.5 | __45,93 
Trucks 684.00 Insurance 125,00 | 25.00 _—125.00 | 
Automobiles =, Interest Pad ||_'75 400 14,75 32417 | 
Insurance Prepaid 474.00 Ts =  _—_i|__as7gso | 47.50_ __ 237.50 
Interest Prepaid and Accrued 22417 __ Building Repairs . 25.00 a Lit pa IS 14.50 
Notes Payable || 2,750,00 Bed Debts |___ 200.00_| 40.00 _ 200/,00 
Permanent Reserves B 
Autos and Trucks | = 
Ris ee 2,483,446 | 6,100400__ 
Furniture and Equipment 1,791,14 | » j | 
Reserved for Bad Debts ee Tae Be 
1 eee | | ' 
Current Reserves = _| _ Trading Margins j_____| 2,8440e7_|_7,6n4,46 
Depreciation 860,00 } Credits to Income _— _|__asoo. |___ 228.00 
Bed Debts 200,00 4 Ree 7,909.46 
ae ae ae 
Penta Ne cee Bet 6 Geet A et oe 
Copiatsek | | 5500000 | tae Net Erne || 
Surplus | 9,047.92 Net Profit Est. | | { 
a —_ x 89, +2 ! SAE, i 


Per ct. Net Exp. to Seles | 


1si0o_|__ 18.73 





x Credit to income. 


* Expense credite. 
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Union Steel Chests 


Union Chest and Cabinet 
Corp., Rochester, N. Y., 
manufactures the U-16 
super utility chest and the 
U-19 steel chest. U-16 il- 
lustrated is for the mechanic 
or inouseholder. It is 16 x 

x 7 inches, heavy cold 
rolled steel, finished in olive 
green enamel. Hardware is 
brass plated and there are 
flush lock .seams, two bolt 
catches, a good lock, leather 
handle, with steel core. 
Tray has partition and han- 





dle. List price is $2.10. The U-19 is 


Weight per chest is 5 Ibs. 
similar in construction, but it is longer, of heavier gauge metal and 


has a different type tray. It measures 19 x 7 x 7 inches, is hard 
baked on green enamel. The hardware is brass plated. Weight per 
chest is 8% Ibs. List price is $2.95. This model is adaptable for 
auto mechanics, plumbers, electricians and others needing a good size 
rugged chest to accommodate heavy and large tools. 








Additional Radius Gage Sets 


The Lufkin Rule Co., Saginaw, 
Mich., has added larger sizes to its 
line of radius gage sets. Each gage 
is a separate unit, permitting its use 
in an accurate and convenient man- 
ner. External and internal forms are 
on the same piece. Gages are now 
available up to 2 inch radius, for 
use of tool and die makers, pattern 
makers, templet layout men, machine 
screw operators and other skilled 
mechanics. List prices are: 77A, 
$4.00 each; 77B, $2.50 each; 77C, & 
$6.50 each; and 77D, $4.50 complete Wieeeeeancans 
in leatherette cases. Combinations are: 77A, 16 





from 1/32 to 
17/64 inch by 64ths; 77B, 8 gage from 9/32 to 2 inch by 32nds; 
TIC, 24 gages from 1/32 to 17/64 inch by 64ths and from 9/32 to 
Y2 inch by 32nds and 77D, 16 gages from 1/32 to 4 inch by 32nds. 


gages 


Evansville Hammer Display Tray 


This display tray is 
offered by Evansville Tool 
Works, Inc., Evansville, 
Ind., to help hardware 
dealers meet mail order 
competition. It is cata- 
loged as No. 200 and 


takes a space of 18 inches. 
Cost to dealer is $10.50 
and retail value is $15.68. 
Included in the assort- 
ment are six Crescent nail 
hammers, black _ finish, 
polished face and green 
stained handle; retail 
value, 49c. each; 3 Acme 
Black hammers, _ black 
finish, polished claw and 
face, walnut stained, 
lacquer finished handle, 
retail value, 69c, each; 3 Red Tip hammers, standard ful! polished, 
white lacquer finished handle, retail value 89c. each; 4 Tested Ham- 
mers, standard first quality, full polished, white lacquer finished handle, 
retail value, $1.25 each and 2 Mo-lyb-den-um Hammers, standard first 
quality, alloy steel, gun metal finish, gold fill stamp, Hand-fit handle, 
retail value, $1.50 each. Each of these hammers are 16 oz. Bell Face 
type. Tray is colored in red and lettering is white and black. 

















Jewell Junior Regulator 







A packaged temperature regulator, which 
may be installed in the home by the cus- 
tomer ‘himself, is made by the Minneapolis- 
Honeywell Regulator Co., Minneapolis, 
Minn. This clock type regulator is packed 
with fittings and instructions, ready for 
installation. Where line current voltage is 
not available it.may be operated by two 
dry cells. Limit control applicable to any 
kind of heating plant can be installed to 
operate in conjunction with this thermo- 
stat. It maintains any fuel saving tempera- 
ture, from 55 to 70 degrees, through the 
night, automatically restoring day tempera- 
ture setting at any time in the morning 
Clock must be wound each evening; winding ‘‘alarm’” automatically 
sets indicator. Motor operates by gravity and its weight can be pulled 
up in two seconds. Cost to dealer is $23.95 net and suggested retail 


selling price is $35.95. 


Jewell 


Junior 


Sold only 
asa 
Complete Regulator 











Cutter Clearance Gage 


Cutter Clearance 
Gage No. 459 has 


been designed for 
determination of 
clearances on all 
types of milling cut- 
ters from Y% inch 
to 30 inches or more 
in diameter. This 


gage, made by The 
L. S. Starrett Co., 
Athol, Mass., gives 
precise readings in 
degrees. Gage con- 
sists of tool steel 
beam, fitted with 
one stationary foot 
with its contact 
edge paralle! with beam; a slidably mounted foot, its edge also paral- 
lel with beam and an upright blade which is adjustable both perpen- 
dicularly and angularly. Upright blade is graduated in degrees, from 
0 to 30. Perpendicular and angular adjustment of upright blade are 
independent of each other allowing easy and precise determinations. 
Gage is applied without disturbing cutter. Suggested retail price of 
this gage is $15.00 or $17.75 with leather case 






















The Humphryes Manufac 
turing Company, Mansfield, 
Ohio, is distributing Hum- 
phryes plumbing fixtures 


through the regular wholesale 


hardware distributors. Fixtures 
are guaranteed first quality 
and are furnished in_ ivory, 


orchid, green, blue, rose, black 
and white and are acid resist- 
ing. Baths are available in; 
apron, recess and corner pat- 
terns, baths suitable for tiling 
in, and staple baths on legs or 


base.. Lavatories, of pedestal 
and wall design in various pat- 
terns, 8-8-8 kitchen _ sinks, 


single and double drainboard. 
Sink and laundry tray combi- 
nations and closet combi- 
nations are included in the 

line. The booklet, “Plumbing Fixtures for Your Home” describes this 
line, and is available to hardware retailers upon request. 
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Wuat Price Bonus? 


An interesting discussion of the 
$1,635,753 bonus which augments 
the relatively small annual salary 
Eugene G. Grace receives as president 
of the Bethlehem Steel Corp. Re- 
printed from The Iron Age, this ar- 
ticle brings to light some interesting 
facts not generally available. 


S any executive worth $1,635,753 a year? This ques- 
tion has been the subject of lively discussion since 
the disclosure that Eugene G. Grace, president of the 
Bethlehem Steel Corporation, last year received a 
bonus of $1,623,753, in addition to a salary of $12,- 
000. Opinions differ widely, and it is not surprising 
that should be the case, since there are no known 

methods of accurately calculating the value of any employee, 
whether he be a common laborer or a chief executive. The 
judgment of employers, supply and demand, custom, bar- 
gaining power, living costs and other factors are the de- 
termining factors. 

Yet there is no doubt that the news from Youngstown 
caught the country unawares and produced an initial re- 
action that was distinctly unfavorable. No industrial de- 
velopment in years has been more widely talked about, not 
alone in the iron and steel industry and financial circles 
but among millions of wage earners and salaried employees 
who still find their greatest problem in making both ends 
meet. 

A frequent comment heard in the iron and steel trade 
was that Mr. Grace’s compensation is out of proportion 
to what is paid executives of other large corporations, But 
investigation discloses that relatively little is known about 
the salaries and bonuses of industrial officials, and this 
is not to be wondered at since in all walks of life one’s 
compensation is regarded as a private matter, which is 
kept within the closest bonds of secrecy. The statement 
is made that the late Judge Elbert H. Gary never received 
more than $500,000 a year for his services as chairman of 
the board of the United States Steel Corporation, but this 
report cannot be verified. 


When Dividends Were Passed 


One of the criticisms directed against the Bethlehem 
bonuses to executives is that they were paid in years when 
no dividends were declared. In answer to this it is stated 
that it is immaterial whether dividends were paid or not, 
so long as the bonus plan itself was fair and sound. Fre- 
quently executives do their hardest and best work in poor 
years, laying the groundwork for more efficient production 
and better profits later. The charge is also made that it is 





unfair to deduct bonuses before allowance is made for 
depreciation. In reply it is asserted that this is an account- 
ing detail, but there are many different types of bonuses, 
and that the same result might be achieved by using a 
larger percentage factor after deducting depreciation. 

One of the most frequent observations is that the Youngs- 
town disclosure has exploded the idea that industrial. execu- 
tives are motivated less by desire for wealth than “love of 
the game.” It is true that publicists had succeeded in 
creating the impression that compensation beyond certain 
amounts meant little, since there is a limit to what a 
man can spend for personal enjoyment. On the other hand, 
money means power and influence, and will always be 
valued in those terms. 


How Much Is a Man Worth 


The real question at issue is how much a man is worth. 
Many contend that Mr. Grace has earned every cent that 
he has received. As the head of a large corporation with 
far flung ramifications he carries heavy responsibilities. 
Under his management large munitions and ordnance ca- 
pacity was written off, important competing companies were 
acquired and welded into a single, closely knit organization, 
obsolete and obsolescent plant and equipment were re- 
placed- or modernized, and new capacity was added. His 
remuneration, after all, was for hard work. It did not 
represent profit from lucky speculation in the stock market. 
It was not a “rake-off” incidental to consolidating proper- 
ties. Yet many millions are made in the stock market or 
as the result of promoting mergers and no objection is 
raised. 

The increasing size and complexity of business organiza- 
tions is putting a premium on executive capacity. Most 
corporation directorates make it a point to remind their 
executives that they are not indispensable, but the fact re- 
mains that capable heads for large corporations are in- 
creasingly hard to find. Brick, steel and machinery do not 
insure the success of a company; good management is the 
all-important essential. “High salaries paid for great ad- 
ministrative abilities,” says Prof. F. W. Taussig, “bring 
not higher expense for management, but lower.” 

The crux of the question, after all, is whether Mr. 
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Grace’s employers, the stockholders of the Bethlehem Steel 
Corporation, were aware of the size of his remuneration 
and were satisfied that it was fair. If there be no objec- 
tion from stockholders, there can be no legitimate grounds 
for complaint on the part of the public. 

Intra-company discord has sometimes been caused by 
executive bonuses. Some years ago minority stockholders 
in an American company questioned a profit-sharing plan 
for the chief officers which had been in effect since 1913. 
In seven years $4,005,000 is said to have been paid to a 
relatively small group of executives, and only $7,899,250 
in dividends to stockholders. Suit was brought in 1925 
against the officers and directors for an accounting, but 
before the court could make a decision the case was settled 
privately. 


Bonus Funds with Other Companies 


One important American corporation sets aside for the 
bonus fund one-half of the total profits after deducting 
enough to pay 8 per cent on its preferred stock and 6 per 
cent on the common. At first the fund was divided among 
five or six chief executives, but later participation was 
enlarged to take in 68 individuals. 

In Europe the executive bonus is common. Fixed salaries 
are small and additional compensation varies with the 
earnings of the business. Usually a certain amount is 
allotted from the net earnings for the reserve until it 
amounts to 10 per cent of the capital; then after a dividend 
of 4 per cent is paid stockholders, 5 per cent of the re- 
maining earnings goes to the executive or executives and 
another 5 per cent is divided among the directors. Finally, 
an extra dividend is paid stockholders from the remainder. 

The idea of the executive bonus is a natural outgrowth 
of the evolution from executive ownership to the corporate 
form of organization. The reasoning is that the corpora- 
tion head has a right to expect to share liberally in the 
fruits of his leadership, just as the executive owner gets 
the profits accruing from- his management. Henry Ford, 
as an executive owner, has made many millions, without 
stirring up violent protests. 

Few will take issue with the principle of the executive 
bonus, but many will challenge specific applications of 
that principle. The possibility that an executive group 
may become sufficiently well entrenched to divert a lion’s 
share of the profits to their own pockets will now be taken 
into consideration by all prospective buyers of common 
stock. A new uncertainty has been added to the many 
that the buyer of securities must consider. 

An incentive plan is considered the most effective way 
to bring out the best in a man, whether he be workman, 
foreman, superintendent or president, but the question can 
sometimes be raised, with considerable justification, whether 
the same results could not be achieved with smaller bonuses. 
Everything is relative, after all, and a compensation of 
$250,000 or $500,000 may prove just as stimulating as one 
of $1,000,000 or $2,000,000. 


Charles M. Schwab, chairman of the Bethlehem Steel 
Corporation, has long been an exponent of incentives for 
executives, Writing in Administration in May, 1923, he 
said: 

“IT might be giad to pay, as indeed I have paid, an ex- 
ceptional executive more for a year’s work than $100,000. 
I should, however, never willingly pay it as salary. Such 
an amount should be given only as a reward for definite 
operation results accomplished, manufacturing costs re- 
duced, waste eliminated, metallurgical and other processes 
simplified, new and cheaper sources of raw materials dis- 
covered—in a word, for the achievement of what is ex- 
pressed in that much-abused but none the less potent phrase, 
business efficiency.” 

The Bethlehem bonus system was originated by Mr. 
Schwab. In the 1917 annual report of the company its 
establishment was announced, as follows: 

“The bonus system approved at the last annual meeting 
of stockholders has been continued with most satisfactory 
results in all departments of the organization. The total 
bonus payments for the year 1917 to the officers of your 
corporation and heads of departments having general con- 
trol of matters affecting your corporation and subsidiaries 
as a whole were $3,913,833.50, and the percentage of such 
total to the total net earnings of your corporation, after 
deducting all interest charges and providing for all taxes, 
but before deducting depreciation, was 7.96 per cent.” 


Bonuses for Other Than Profit Results 


The executive bonuses are based on profits because the 
only measure of the accomplishment of a company head is 
the net financial balance at the end of the year. Where 
a man’s activities can be gaged by production, sales, 
quality of work or savings in materials, other methods of 
calculating bonuses are used, and that is the case in the 
Bethlehem organization. Salaries of department heads 
are low, but opportunities for generous additional compen- 
sation are provided in various types of bonus plans, de- 
pending on the character of the work done. 

The necessity for offering large monetary inducements 
to management is stressed by all students of incentive 
plans, although examples abound of men engaged in scien- 
tific, intellectual, journalistic, artistic or religious work 
who are paid small salaries but find satisfaction in their 
achievements. The enthusiasm of many in such vocations 
is known to be unflagging, and their contributions to 
society are frequently beyond measurement in money; yet 
for the conduct of the ordinary business enterprise a more 
tangible incentive is regarded as necessary. On this point, 


“Profit Sharing” by Gorton James, Henry S. Dennison, 
Edwin F. Gay, Henry P. Kendall and Arthur Burritt says: 

“Experience shows that the enjoyment of work well done 
carries only a limited incentive which palls from repetition, 
but which may be reinforced advantageously by a financial 
reward, provided that reward can be offered genuinely as 
such and not as a gratuity.” 
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Working Model Toys 


Two engine toys, reproducing real action, are 
made by the Weeden Mfg. Co., New Bedford, Mass. 
Steam Rolier No. 644 is a reversible type toy with 
steam exhaust, brass chain, brass gear, balance 
wheel, sheet brass boiler, slide valve type cylinder, 
with eccentric and other parts found on a real 
steam roller. Chain may be removed to enable use 
of roller as a sta- 
tionary engine. 
Suggested retail 
price is $12.00. 
Size is 11% in. in length, 8¥2 in. in 
height and 5 in. in width. Stationary 
engine No. 675 is electrically heated, 
by A.C. current only. It has auto- 
matic contro! preventing boiler from 
melting when water is low. This en- 
gine has large brass boiler, finished 
in gray and red enamel, a 2% in 
wheel and a polished nickel plated 
face. There are two dozen of these 
models packed to a case. The sug- 
gested retail price is $3.25 each. 








The LewiSpike 


LewiSpike is a new golf accessory made by The Alliance Manufac- 
turing Co., Alliance, Ohio. A set consists of four plates, each with four 
spikes. Spike plates can be fastened onto the shoe with the screws 
packed with each set. Plates are of blue lacquered carbon spring steel 
and spikes are sold headed. Plates are interchangeable. Pressure of 





spike is distributed over the steel plate. They may be applied in a few 
minutes. Spikes will grip equally well in wet or dry turf. They may 
be used on hunting boots or on cross country hiking shoes. Suggested 
retail selling price is $1 per set. Cost to dealers is $7.20 a dozen sets 


Hewitt Heating Pad 


Hewitt electric heating 
pad No. 46, made by Hewitt 
Electric G Mfg. Co., 1169 
Massachusetts Ave., Arling- 
ton, Mass., is a six heat 
model. It measures 12 x 
15 inches and draws 100- 
125 volts, 60 watts. No 
46 has washable slip cover, 
rayon silk cord, approved 
switch and attachment plug, 
available in peach or lav- 
ender. List price is $800 
Pads are colored with sun 
fast dyes, packed in attrac- 
tive cartons with red leather grained finish. Dealer’s discounts, less 
than six 30 per cent; standard package 6 or 12, 35 per cent and 
standard shipment 24, 40 per cent. Colors assorted as desired 

















Craftsman Dog Harness 


This dog harness is No. 100 offered 
by Craftsman Leather Specialty Co., 
29 South Jefferson St., Dayton, Ohio. 
It is made of best quality bridle 
leather, in russet or black and is 
lined with leather. Loops are hand 
sewed leather and hardware is solid 
brass. The width is | inch.and girth 
measurements are 26, 28 and 30 
inches. List price per dozen is 
$48.00, subject to discount of 50% 























to dealer. The suggested discount to consumer is 162/3%. It is 
equipped with special swinging rivet feature at all four corners, per- 
mitting adjustment while on the dog without changing collar appear- 
ance. This same harness is available in other measurements, under 
different numbers and prices. Some of the other harnesses of this 
style are also available in red or green. 





Rittenhouse Aeroplane and Hangar 


An aeroplane that takes off from the floor, in a realistic manner and 
continues to circle over its hangar until its current is turned off and 
then makes a perfect landing is made by A. E. Rittenhouse Co., Honeoye 
Falls, N. Y. This interesting toy is suspended from a steel rod which is 
fastened to the, hangar. Hatheway & Co., Inc., 225 Varick St., New 
York City, general sales agents furnish this plane, hangar and No. 75 
75-watt Genesee Toy Transformer to sell for the suggested retail sell- 
ing price of $15.50 (standard line). The De Luxe line model -with 
hangar and No. 100 100-watt Senior Toy Transformer is offered to sell 
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at the suggested retail selling price of $24.50.. These models are avail- 
able at lower price without hangar to operate by use of counter bal- 
ance, from ceiling. Electrically operated field marker lights, beacons, 
and dirigibles are also available. 


Buddy L Hand Car 


A three-wheel hand car, operated by 
raising and lowering the pumping arm in 
the same manner as a railroad hand car, 
has been added to the Buddy L line. 
Moline. Pressed Steel Co., East Moline, 
Ill., makes this car, which is offered to 
sell for the suggested retail selling price 
of $15.00. Car is fin- 
ished in contrasting red 
and black. It is 30 
inches high, 36 inches 
long, weighs 33 pounds 
and is suitable for chil- 
dren 4 to 12 years old 





Steel Worker Sets 


The.Dayton Friction Toy Co., Dayton, Ohio, offers Stéel Worker 
sets, patterned after structural steel units, first used in the U. S. Army 
Air Service. Exact duplicates, in miniature form, of the structural parts 
used in the service are included in the set, together with the necessary 
screws and bolts. A manual is included with each set, showing the use 
of these parts and giving some exact information as to the parts of a 














building and methods of construction. The No. 150 set cost to dealer 
is $7.50 per dozen; suggested retail selling price is $1.00 each. The 
No. 250 set is equal to three of the small sets and the No. 500 set 
equals six of the smallest set. Cost to dealer on the No. 250 set is 
$18.00 per dozen, on the No. 500 set cost is $36.00 per dozen. Sug- 
gested Loar selling prices on these sets is $2.50 each and $5.00 each, 
respectively. 




















Executive 
Changes, Meet- 


ings, Current 
Events in the 
Trade 











NEWS... WEEK 





News of 
Manufacturers 
Jobbers and 
Retailers 

















HARDWARE AGE FOR AUGUST 14, 1930 





ASSOCIATES RECEPTION 


The Chandler & Farquhar 
Associates, employees’ organiz- 
ation of Chandler & Farquhar 
Co., 260 Devonshire St., Bos- 
ton, Mass. celebrated the com- 





pany’s 48th birthday on Au- 
gust 2. It was an informal re- 
ception to the founders of the 
business. James Moncrieff, | 
president of the associates had | 
charge of the very pleasant 
party. | 


SIGNAL ELECTRIC MFG. 
IS HOST AT PICNIC 


Signal Electric Mfg. Co., 
Menominee, Mich. held its an- 
nual picnic for employees and 
friends recently on Green Bay, 
Menominee. Games, swimming 
events and dancing were 
features of the picnic, which 
attracted more than 1000 em- 
ployees, families and friends. 

At 9 am. the program 
started, concluding with a dance, 
which lasted from 8.00 to 
10.30. Music was rendered by 
a twelve-piece orchestra. The 
company supplied members and 
guests with pop and ice cream. 





VULCAN PLOW MERGES, 
NOW, FARM TOOLS, INC. 


The Vulcan Plow Co.,, 
Evansville, Ind., and its sub- 
sidiaries have been merged in- 
to a $4,000,000 ‘corporation to 
be known as Earm Tools, Inc. 
The subsidiary firms will re- 
tain their present plants but 
will be operated as divisions of 
the new organization. Regis- 
tered offices of the concern will 
be in Evansville, but account- 
ing offices will be at the Rod- 
erick Lean Co., Mansfield, 
Ohio, a subsidiary. *s 


ROWAN IS FONES BROS. 
SENIOR VICE PRESIDENT 





At the annual meeting of | 
the board of directors of Fones 
Bros. Hardware Co., Little 


Rock, Ark., wholesale hardware 
distributors, held August 4, H. 
H. Tucker was re-elected | 


CHANDLER & FARQUHAR | 


president, T. D. Rowan, was 
advanced to senior v.ce presi- 
dent and merchandise manager, | 
in charge of the buying and | 
sales departments and J. R. | 
Fones was re-elected vice presi- 
dent. J. A. Couch, R. H. Baker | 
and W. O. Lyon were elected 
vice presidents and F. A. 
Lyon, formerly secretary was 
appointed as secretary and} 
treasurer. After the election | 
Mr. Tucker left for a hunting 
trip in Canada. 








Mr. Rowan has_ been with | 
the concern for the past 11 | 
years, having previously heen | 
connected with Belknap Hard- | 
ware & Mfg. Co., Louisville, | 
Ky. He represented the Bel- 
knap concern for fourteen years | 
in Arkansas. Before his elec- 
tion as senior vice president 
Mr. Rowan had been treasurer | 
and sales manager of the ones | 


company. 

The other new vice presi- 
dents have been directors of | 
the company for many years. 


Mr. Couch has charge of the 
furniture department, Mr. 
Baker buys merchandise for the 
hardware section and Mr. Lyon 


| 
is manager of the builders’ | 
hardware department. The | 
president reported a_ success- 


ful year. Enlargments are be- 
ing made in the general offices 
of the company, new lines have | 
been recently added and _ sev- 
eral sample rooms have been 
recently arranged and _ fitted. 


HARMON & DIXON ARE 
APPOINTED AS AGENTS 


The Arro Expansion Bolt 
Co., Ohio, ap- 
pointed Harmon & Dixon, 42 
Murray St., New York City, as 
representatives 


Marion, has 


exclusive sales 
for the sale of their cadmium 
plated malleable iron expansion 
shields. Harmon & Dixon will 
carry a complete stock for the 
convenience of the trade, and 
will be in a position to give or- 
ders and inquiries prompt atten- 
tion. The territory included is | 
New York, New Jersey, the 
New England states and 
port territories. 





ex- | 


| came 


7 , : 
John S. Howell, 74, Passes; Was Dean 


of Pacific Coast Hardware Trade 


John S. Howell died after a 
brief illness on July 17. He had 
long been recognized as dean of 
the hardware industry on the 
Pacific Coast. Mr. Howell was 





JOHN S. HOWELL 








the Rocky Mountain district. 


Mr. Howell leit Baker & 
Hamilton to join Carolan & 
Co., prominent wholesale dis- 


tributors at the time. While in 


that concern he became ac- 
quainted with Charles P. Os- 
good, general manager, who 


was also in charge of purchases. 
In 1893 he joined Mr. Osgood 
in forming the firm of Osgood 
& Howell, San Francisco, Cal., 
manufacturers’ agents, repre- 
senting several large and impor- 
tant manufacturers. Some 
the firms originally represented 
at the founding of Osgood & 
Howell remain as clients. 

In 1916 Mr. Osgood retired 
because of illness. Albert J. 
Howell, son Mr. Howell, 
who had been active in the busi- 
ness since 1907, succeeded Mr. 
Osgood as a partner. During 
the past ten years branches have 


ol 


of 


been opened in Los Angeles, 
Cal., and Seattle, Wash. Mr. 
| Howell suffered a serious ill- 


born in San Francisco, Cal., in } 


March, 1856, the son of one of 
the pioneers of 1849. He started 


| his business career as office boy 


with Baker & Hamilton, whole- 
sale hardware distribution 
house. 
later a very 
salesman. He 
what is now six States, and even 
went to Alaska and deep into 


For that concern he be- | 
successful | 
traveled over | 


ness, but recovered from it over 
a year ago. He celebrated his 
60th anniversary of continuous 


activity in the western hard- 
ware trade in April. 
Mr. Howell is survived by 


two sons and a daughter, Albert 
J. Howell, Dr. Edgar H. How- 
ell and Mrs. F. E. Bosson. His 


| wife died last year after a pro- 


longed illness. 


Hardware Council Slogan Contest 


At the recent meeting of the | 


Hardware Council, held in St. 
Louis, Mo., it was decided to 
secure and adopt slogans for 
the use of the council and any 
concerns doing national adverti- 
sing of interest to the hard- 


ware trade. The winning 
slogans may be used by the 


council in any general publicity 
work. 

Slogans are to consist of not 
more than ten words and shall 
pertain strictly to the matter 
of urging the public to purchase 
the best quality of hardware 
and _ tools. 
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All slogans are to | 
be written or printed in clear | 
| and legible manner on one side | contest is open to anyone. 


of the sheet only. Slogans are 
| to be sent to the Hardware 
Slogan Committee, 915 Meyer- 
Kiser Bank Bldg., Indianapolis, 
Ind. Competent judges will be 
appointed to decide the winners. 
The contest will close Septem 
ber 30. 

There is no limit to the num- 
ber of slogans, which may he 
submitted by any one person. 
For the best slogan is offered 
a prize of $50.00. The slogans 
which are second and third best 
| in the opinion of the judges 
| will receive awards of $35.00 
and $25.00 respectively. 

There is no entrance fee. The 








; 
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PRATT IS ASS’T MGR. 
AMERICAN STEEL SALES 


R. H. Pratt, formerly man- 
ager of the cold rolled strip 
and spring department in the 
New York office of the Ameri- 
can Steel & Wire Co., Chicago, 
Ill., has been made assistant 
general manager of sales, suc- 
ceeding R. L. Foster. Mr. 
Foster resigned recently to be- 
come general manager of sales 
for the Wickwire Spencer Steel 
Co., New York City. John 
Graham has been made man- 
ager of the cold rolled strip and 
spring department, New York 
City, and W. H. Jennings is 
now assistant general manager 
of sales at Baltimore, Md. 





METROPOLITAN OUTING 
BOAT TRIP AUGUST 27 


The annual hardware outing 
for all hardware men and their 
friends in the metropolitan area 
will be held on Wednesday, 
Aug. 27. The well-known boat 
“Peter Stuyvesant” has been 
chartered for a trip up Long 
Island Sound with a stop at 
Playland, Rye, N. Y. It will 
be an all-day outing with two 
meals served on board the boat. 
H. A. Cornell, 30 Montgomery 
Pl., Brooklyn, N. Y., is again 
chairman of the committee, 
which is enough to insure good 
meals and a full day of real en- 
joyment. He will be assisted 
by representatives from all lo- 
cal hardware bodies. The 
Brooklyn association committee 
members are R. J. Atkinson, 
Henry Bond, Robert Hammond, 
Robert Pearsall, H. R. L. 
Rohlfs and Charles L. Starks 
Manhattan and Bronx members 
are Fred Becky, J. M. Kohl- 
meier, Joseph Ringler, A. 





Shimel and C. H. Tilson. Wal- 
ter M. Baxter represents the 
Westchester group and W. 
Frank Littell, Jr, H. H. 
Ludewig, Horace Molyneaux 
Sid Milligan and Morris 
Miller represent the North 
Jersey association. The Hard- 
ware Boosters will be repre- 
sented by H. R. Conner, Roy C. 
Schmidt, Oscar E. Watts and 
Charles J. Heale. Tickets may 
be obtained from any committee 
member at six dollars each. 
This is the joint annual outing 
of all hardware groups in and 
around New York City. 





STANLEY & PATTERSON 
TO REPRESENT HORTON 


Stanley & Patterson, 150 
Varick St. New York City, 
have been appointed wholesale 
distributors for the Horton 
Mfg. Co., Fort Wayne, Ind., 
manufacturers of electric wash- 
ers and ironers. Stanley & 
Patterson will cover the entire 
Metropolitan New York area 
including Long Island, and 
northern New Jersey. The 
Horton Mfg. Co. also an- 
nounces that the twelve Long 
Island stores of James & 
Hawkins, Inc., are featuring the 
Horton washers. 





VALENTINE ANNOUNCES 
PERSONNEL CHANGES 


Valentine & Co., New York 
City, has announced changes 
and appointments effective as of 
Aug. 1. E. W. Michael has 
succeeded Mr. Drescher, who 
resigned, as director of trade 
sales. Mr. Michael has had a 
long and well rounded out ex- 
perience in all phases of the 
paint, varnish and lacquer in- 





dustry. Frank P. Connolly has 
been made director of sales pro- 
motion for the Valentine or- 
ganization. He has had broad 
experience in advertising and 
sales work and will direct the 
sales promotion and advertising 
of the organization as well as of 
its subsidiaries. 

M. F. Emerich is now direc- 
tor of industrial sales. He will 
have direct charge of the de- 
velopment of the industrial field 
for Valentine products. Leonard 
Mould is in charge of all Cana- 
dian interests. Mr. Mould 
brings with him a long and suc- 
cessful accomplishment in the 
industry in the Dominion. 
R. D. Sullivan succeeded Mr. 
Kleckner as manager of the 
Chicago branch. L. J. Lamb 
succeeded Mr. Connolly in 
charge of important automotive 
trade, with headquarters in 
Detroit. 


ABRAHAM LYONS PASSES 


Abraham Lyons, member of 
the firm of Lyons & Marks, 
Toronto, Ont., importers and 
wholesale distributors of hard- 
ware, glassware, housefurnish- 
ings and supplies, died July 26 
at the Toronto General Hospi- 
tal, after an illness of eight 
weeks. He was a native of 
Birmingham, England, and 
started his career with Samuel 
Benjamin Co., Toronto about 46 
years ago. Mr. Lyons had been 
a member for a short time of 
the following New York City 
houses; Siegel Cooper & Co., 
assistant glassware buyer, city 
representative, G. M. Thurn- 
auer & Bros. and traveling 
representative of A. L. Tuska, 
dealer in Japanese goods. He 
was unmarried. A sister sur- 
vives Mr. Lyons. 








SUBMIT NEW TEST CODE 
FOR RFRIGERATORS 


A final draft of the test code 
for domestic refrigerators has 
been prepared by a subcommit- 
tee of the American Standards 
Association technical committee 
on the stnadardization of domes- 
tic refrigerators, and will be 
shortly submitted for approval. 
One of the important changes 
from. previous drafts of the 
code involves having tests run 
with room temperatures of 75 
deg. F. instead of 80 deg. F. 

A program for the future 
work of the subcommittees of 
the technical committee was 
decided upon by the executive 
group of this committee, meet- 
ing on July, 3. In accordance 
with this program, subcommit- 
tee number one will undertake 
a study of the grading of re- 
frigerators for quality; subcom- 
mittee number two will study 
dimensions and durability; sub- 
committee number three will 
prepare test codes for the per- 
formance of mechanical refrig- 
erators, for mechanical strength 
of cabinet, and for determining 
durability under high tempera- 
ture and high humidity. 

As part of its work, subcom- 
mittee number one will deter- 
mine what information should 
be included on the nameplate of 
the refrigerators. The commit- 
tee is under the chairmanship of 
Charles H. Roe of Electrical 
Testing Laboratories, New 
York, and is under the sponsor- 
ship of the American Society 
of Refrigerating Engineers 
and the Bureau of Home Eco- 
nomics of the U. S. Department 
of Agriculture. 





NATIONAL MFG. CO. HAS ITS SALES CONVENTION 


Salesmen of the National Mfg. Co., Sterling, Ill, held a convention in that city during the week of July 7. During the week 
a school of instruction was held, and talks on various subjects were made by the heads of the various departments. Monday night 
a banquet was held. On the banks of the Rock River a picnic, with sports and entertainment of all kinds, was held on Thursday. 


Photograph shows the members of the convention on their picnic. 
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MYERS SALESMEN HOLD 
ANNUAL CONVENTION 


Salesmen of the F. E. Myers 
& Bro. Co., Ashland, Ohio, at- 
tended the company’s annual 
sales convention in that city 
from July 29 until August 1. 
During the convention demon- 


strations of Myers’ products 
were given. Social events were 
also arranged. In the opening 
talk P. A. Myers, president of 
the company, told the gathering 
that gains in several products 
had offset and surpassed slight 
losses suffered in other prod- 
ucts. He praised their efforts 
and the results they had ob- 
tained. 

A message from the vice- 
president, John C. Myers, who 
is now traveling in Europe, 
was read by Guy C. Myers. 
Those present returned the 
compliment with a special mes- 
sage to Mr. Myers, in Brussels, 
Belgium. Guy C. Myers, vice- 
president of the organization, 
gave a short address and stated 
that while most of the coun- 
try’s leading pump and water 
system makers meeting in a re- 
cent conference reported prof- 





itable increases during the pre- 
vious year, only one concern 
reported a loss. The Myers’ 
profits compared favorably with 
those of the other organiza- 
tions reporting. 

R. M. Stewart, foreman of 
the tool room, and Fred Wal- 
ters, sales department, spoke at 
the first session, on precision in 
manufacturing and on_ sales 
training. That afternoon the 
new catalog was discussed by 
F. C. Harris, head of the sales 
staff, who also spoke on new 
goods being offered by the con- 
cern. On Wednesday a trip 
through the plant was given, at 
which time Mr. Harris spoke, 
as did C. D. Leiter, assistant 
sales manager. Salesmen and 
dealers spoke at different ses- 
sions. Water systems sales and 
cooperation were the subjects 
discussed Thursday. 

On Friday, William Mumm, 
Mumm-Romer-Jaycox Adver- 
tising Agency, Columbus, and 
Earl Brubaker, Myers adver- 
tising manager, spoke. F. B. 
Kellogg, secretary and treas- 
urer, spoke on collections; H. 
A. Reaser, credit department, 
spoke on credit, and Guy My- 
ers discussed sales. 





Seattle Convention Forms Associated 


Pot and Kettle Club of America 


At the joint convention of 
the Los Angeles, Cal., San 
Francisco, Cal. and Seattle, 
Wash., Pot and Kettle Clubs, 
held July 18 and 19 in Seattle 
at the New Washington Hotel, 
the Associated Pot & Kettle 
Clubs of America was formed. 
More than 60 delegates and 
guests attended the convention. 
At noon the opening luncheon 
and business meeting was held. 
The convention was opened by 
Kenneth Biles, Seattle presi- 





dent, who turned the meeting 
over to W. S. McCune, Wagner 
Mfg. Co., Los Angeles, Cal. 
W. C. Hitt, Los Angeles, Cal. 
reported for the national dele- 
gates, appointed following the 
convention held last year. He 
read a resolution adopted at 
that time suggesting that the 
name Associated Pot and Ket- 
tle Clubs of America be ad- 
opted for the national organi- 
zation. 








After a discussion of the re- 
port a nominating committee 
was appointed under the chair- 
manship of Gibbs  Spelger, 
Seattle. Officers nominated and 
elected were: president, G. A. 





Hallenscheid, Los Angeles, 
Cal., vice presidents, George G. 
Foster, San Francisco, Cal., 
James P. Cummings, Seattle, | 
Wash., secretary-treasurer, W. | 





C. Hitt, Los Angeles, Cal., di- 
rectors, Frank Harford, Los 
Angeles, Cal., J. J. Cragg, Los 
Angeles, Cal., E. B. Happoldt, 
San Francisco, Cal., Louie 
Hellenthal, Seattle, Wash. and 
Ed. Hauptman, Los Angeles, 
Cal. 

The business session was re- 
sumed on Saturday morning, 
July 19. San Francisco, Cal. 
was selected as the place for 
the next convention. It was 
decided to reorganize the Port- 
land club by a meeting on July 
26. Osgood Murdock, editor of 
Hardware World, was ap- 
pointed to assemble and com- 
pile a manual and scrap book 
recording all previous Pot & 
Kettle activities. The following 
committee chairmen were el- 
ected; club organization ; 
Charles G. Lintner, Los An- 
geles, Cal., publicity, Jack Bad- 
ham, Los Angeles, Cal. and 
finance, W. C. Hitt, Los An- 
geles. District governors elected 
were: Mr. McCune, southern 
California, Sidney Zobel, nor- 
thern California and Mr. Biles, 
Pacific northwest. 

On the first evening a dinner 
dance was held. Seattle hosts 
held a luncheon Saturday and 
the evening was devoted to a 
men’s banquet and entertain- 
ment. ” 





Fred M. Deane Dies; Was Bissell 
Carpet Sweeper Co. President 


Fred M. Deane, president of 
the Bissell Carpet Sweeper Co., 
Grand Rapids, Mich., died at 
his home in that city on Aug. 6, 
following an illness of ten 
months. 

Mr. Deane first became asso- 





FRED M. DEANE 


ciated with the Bissell Co. 43 
years ago as an office boy, and 
in the years following advanced 
to the offices of treasurer, vice- 
president and in 1922 to presi- 
dent, a position he has since 
held. 

His career had been one of 
service to both the internation- 
ally known industry, which he 





headed, and to the city of 
Grand Rapids. Mr. Deane was 
a trustee and vice-president of 
the Blodgett Memorial Hos- 
pital, a director of the Grand 
Rapids Furniture Manufactur- 
ers Association, a director of 
the Old Kent Bank and on the 
directorate of other companies. 
He was a member of the Pen- 
insular Club, Kent Country 
Club, York Lodge No. 410, F. 
& A. M., DeWitt Clinton Con- 
sistory and Saladin Temple. 

Al of his life Mr. Deane was 
a resident of Grand Rapids and 
was born Sept. 21, 1869. Be- 
fore becoming associated with 
the Bissell Carpet Sweeper Co. 
he was employed by the Gardi- 
ner & Baxter Laundry Co. and 
by the Grand Rapids & Indiana 
Railroad. 

Mr. Deane is survived by his 
widow, two sons, J. Brayton 
Deane and Fred M. Deane; 
two brothers, Frank M. Deane 
and Edward M. Deane, and a 
granddaughter, Sally, daughter 
of Mr. and Mrs. J. Brayton 
Deane, all of Grand Rapids. 

Funeral services were held 
Friday, Aug. 8, from the resi- 
dence, 438 Madison Ave., S. E., 
and burial occurred in Oak Hill 
Cemetery. 





MOTTER MANAGES 
BRANCH OF ROBBINS & 
MYERS 


W. S. Motter has been ap- 
pointed as manager of the Phil- 
adelphia, Pa. office of Robbins 
& Myers Sales, Inc. Spring- 
field, Ohio. He succeeded R. 
C. Decker, who recently _ re- 
signed. Thomas W. Quilter 
now manages the Atlanta, Ga., 
office of Robbins & Myers 
Sales, Inc. Mr. Quilter suc- 
ceeded C. V. Malone, who re- 
cently resigned. 





JAMES K. CULLEN DIES 
AT HOT SPRINGS, VA. 


James K. Cullen, president, 
Niles Tool Works Co., Hamil- 
ton, Ohio, and former presi- 
dent, Niles-Bement-Pond Co., 
New York City, died on Aug. 1 
at Hot Springs, Va., following 
an attack of apoplexy. Mr. Cul- 
len was born in Cincinnati, 
Ohio, 1853. His early experi- 
ence in machine shop work was 
obtained in the shops of the 
Cincinnati, Hamilton & Dayton 
Railroad and the Big Four Rail- 
road. He left railroad work to 
become foreman at the Niles 
plant, where he rose through 
the positions of superintendent, 





Western representative and sec- 
retary to the presidency, when 
R. C. McKinney became presi- 
dent of the Niles-Bement-Pond 
Co. He later succeeded Mr. 
McKinney as president of the 
consolidated company, but when 
the Niles-Bement-Pond Co. was 
reorganized as a holding com- 
pany instead of an operating 
company, Mr. Cullen returned 
to Hamilton as head of the 
Niles Tool Works Co. 





SHEFFIELD WILL OPEN 

A BRANCH IN TORONTO 

Leon W. Diamond, president, 
The Sheffield Bronze Powder 
& Stencil Co., Cleveland, Ohio, 
has announced a new branch 
Canadian factory. It will be 
known as The Sheffield Bronze 
Powder Co., Ltd. The plant, 
which is expected to be in full 
operation by Sept. 1, is located 
at 426 Queen St., Toronto, 
Canada. Bert Herman, former- 
ly of the sales staff operating 
from Cleveland, Ohio, will be 
in charge of the Canadian 
branch. The branch will oc- 
cupy about 7000 sq. ft. 

The full line of Sheffield 
products will be made in Can- 
ada in the same manner they 
are made in Cleveland. 
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Clock Manufacturers Association Offers | 


Cash Awards Totaling $500 in Contest 


The Clock Manufacturers 
Association of America has an- 
nounced the opening of its 1930 
display contest. Retail stores 
this year will have the oppor- 
tunity of competing with con- 
cerns in their own particular 
field. In addition, they will 
also be eligible for Master 
Awards. Cash awards totaling 
$500 are offered. Hardware 
stores can compete for the Mas- 
ter Award of $100 for a pho- 
tograph of the outstanding win- 
dow or interior display of the 
year by any retailer, based on 
the idea of “a clock for every 
room in the home.” Fifty dol- 
lars is offered for the next best 
display by any retailer. 

Other awards for which 
hardware stores can compete 
are: $50 for the best display 
by any retail store other than 
a department or jewelry store; 
$10 each for the three next 
best; $50 for photographs of 
three or more window displays 
installed by the same store dur- 
ing 1930; $10 each for the 
three next best; $25 for pho- 
tograph of display showing the 
best use of manufacturers’ dis- 
play material furnished to re- 
tailers. Other displays worthy 
of special mention will receive 
certificates of merit. 

Highlights of the rules which 
will apply to the contest are as 
follows: 

Open to any retailer whose 
displays feature clocks or 
watches or both, made by Mem- 
bers of the Clock Manufactur- 
ers Association. Such displays 
need not feature their clocks 
and watches solely, 


| utilize 





although | 


these articles must be the domi- | 


nating feature of the display. | 


Attach to each photograph 


statement showing amount of | 
clocks and watches sold during | 


time display was 
either in numbers of types of 
clocks sold or in percentage of 
dollars and cents additional 


featured, | 


sales as compared to same pe- 


riod in previous year or years, 


or regular business during a | 


similar period of time. 

Photographs of all displays 
taken any time during 1930 
must reach the office of the 
Clock Manufacturers Associa- 
tion by Jan. 15, 1931. 

The judges will give consid- 
eration and weight to original- 
ity; to neatness of display; use 
of limited resources for display, 
and other points, to place all 
retailers in the same class on 
same basis and opportunity for 
cash award. Judges will give 
equal consideration to displays 
made by retailers who may 


members’ clocks or | 
watches loaned them, if not in | 
stock, or which clock and watch | 
retailers may have arranged co- | 
operatively in other stores or | 
places. What is desired is the 
best possible display of clocks 
and watches made by members 
wherever and however made by 
retailers. Such displays should 
carry out, when possible, the 
central theme or idea of “A 
Clock for Every Room in the 
Home” to conform with the 
prevailing mode of interior dec- 


| oration. 


Pack photographs for mail- 
ing without damage and address 
as follows: Judges Display 
Contest, Clock Manufacturers 
Association of America, Drexel 
Building, Philadelphia, Pa. 

The following clock manufac- 
turers are members of the as- 
sociation: William L. Gilbert 
Clock Co., Hamilton-Sangamo 
Corp., Herschede Hall Clock 
Co., Ingersoll-Waterbury Co., 
the E. Ingraham Co., Lux Clock 
Mfg. Co. Inc., New Haven 
Clock Co., Sessions Clock Co., 
Seth Thomas Clock Co., Water- 





bury Clock Co. and the West- 
ern Clock Co. 





€. HAROLD CLARK DIES 


C. Harold Clark, president, | 
C. Harold Clark, Inc., 1141 | 
Broadway, New York City, 
house furnishing manufac- | 
turers’ representatives died on | 


July 30 at the Post Graduate | 





FRED A. LUNDAHL 


Hospital in that city. He re- | 
ceived his education in the 


| schools of New York City. His 


entire business career was de- 
voted to the housewares, china 
and glass fields. Prior to start- 
ing business for himself he was 
buyer of glass, china and house- 
wares for several important | 
stores, including; D. H. Holmes 
Co., New Orleans, La., Edward 
Malley Co., New Haven, Conn. 
and Ludwig Baumann Co., 
New York City. 

Mr. Clark iis survived by his 
wife, two daughters, his | 
mother, his father and several | 
brothers and _ sisters. | 





ELDRIDGE AND WARANCH | 
FORM A PARTNERSHIP 


Moses Waranch and Mr. EIl- 
dridge have formed a partner- 
ship, operating under the name, 
Southern Paint & Store Equip- 
ment Co., at 404 Monticello 
Ave., Norfolk, Va. Mr. EI- 
dridge and Mr. Waranch have 
severed their connections with 
the Waranch Hardware & 
Paint Co., 660 Church St., 
Norfolk, Va. D. S. Waranch, 
who founded the concern in 
1904, continues as executive 
head. Sam <A. Waranch is 
manager of the business. 





CHANNON REPRESENTS 
ALTORFER BROS. CO. 


Channon Co., Chicago, IIl. 
has been appointed as dis- 
tributors of ABC washers, 
manufactured by the Altorfer 
Bros. Co., Peoria, Ill. . The 
Channon concern has charge 
of the Cook county territory. 


| pletion. 














R. F. VALENTINE | 


RED A. LUNDAHL, founder and former president of the | 
former Moline Pressed Steel Co., East Moline, Ill., now | 


the Buddy “L” Mfg. Co., and R. F. 
in charge of advertising and sales. 

president, in charge of origination and manufacturing. Changes 
in the name and personnel of the concern were announced in 


the July 31 issue of HARDWARE 





Valentine, vice president | 
Mr. Lundahl is now vice 


Ace on page 51. 


AUTOSTROP - GILLETTE 
CONTEMPLATE MERGER 


According to New York 
newspaper dispatches, dated 
Aug. 7, negotiations for the 
merger of the Gillette Safety 
Razor Co. and the Autostrop 


Safety Razor Co., Inc., are un- 
derstood to be nearing com- 
Although no official 
announcement was _ forthcom- 
ing and although officials of 
Addred & Co., which is closely 
related to the Gillette company 
through J. E. Aldred, chair- 
man of the Gillette board, re- 
fused to comment on the mer- 
ger recently, it was generally 
understood in financial circles in 
New York that the deal would 
go through on a share for 
share exchange of the Auto- 
strop Class A and Class B 
stock for Gillette common. 

It is believed that when the 
negotiations have been termin- 
ated successfully the patent suit 
which was recently brought by 
Autostrop against the Gillette 
company will be dismissed and 
the two competitors will unite 
in a $64,000,000 combine. 


W. T. KELLY 3d, BORN 


William T. Kelly, 3rd, grand- 
son of William T. Kelly, presi- 
dent, Pickett Hardware Co., 
Warren, Pa., was born on July 
27. 


Mc FADDEN IS NAMED 
SECTION MANAGER 


W. W. McFadden has been 
appointed manager of the new- 
ly organized sales service sec- 
tion of the Westinghouse FI- 
ectric & Mfg. Co., according 
to an announcement by M. C. 
Morrow, domestic appliance 
sales manager of the company, 
with headquarters at Mans- 
field, Ohio. Mr. McFadden 
has for many years supervised 
similar activities in the range 
section. In his new capacity 
he will supervise and investi- 
gate all complaints, the return 
of material to the Mansfield 
plant, the servicing of returned 
material, the issuance of price 
sheet supplements, the compila- 
tion of renewal parts catalogs 
and the creation of service 
manuals. 

The new section will be re- 
sponsible for these activities 
in the range, appliance, com- 
mercial cooking and water 


| heater sections and the fan and 
| vacuum cleaner section at East 
| Springfield, Mass., works will 
, also be included. 
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Freight Loadings Declined 
In Week Ended July 26 


Loading of revenue freight for the 
week ended on July 26 totaled 919,349 
cars, according to the car service division 
of the American Railway Association. 
This was a decrease of 8807 cars under 
the preceding week and a reduction of 
183,204 cars below the same week in 
1929. It also was a decrease of 114,977 
cars below the same week in 1928. 





Shipments of Enameled Ware 
Were Smaller in June 


June -shipments of enamel _ sheet- 
metal ware, as reported by 16 manu- 
facturers comprising about 80 per cent 
of the industry, were 247,861 dozens, 
valued at $996,260, as compared with 
290,617 dozens, valued at $1,085,019 in 
May, and 337,375 dozens, valued at 
$1,210,568, in June, 1929. 





Galvanized Ware Shipments 


Show Decrease for June 


June shipments of galvanized sheet- 
metal ware, as reported by 14 concerns 
comprising a large proportion of the in- 
dustry, were 116,096 dozens, valued at 
$503,304, as compared with 150,979 doz- 
ens in May, valued at $666,694, and 140,- 
096 dozens in June, 1929, valued at 
$609,487. 


Arid Weather Conditions 
Will Retard Implement Sales 


Excessive heat and the drouth in the 
Mississippi Valley during the past few 
weeks will affect adversely sales of corn 
machinery and of tractors and equip- 
ment for fall plowing, according to mid- 
west implement manufacturers. The 
winter wheat crop is out of the way, and 
spring wheat in the Northwest and Can- 
ada is practically out of danger. The 


principal trouble in the wheat belts is 
low prices rather than short crops. 

As farm equipment experts view the 
situation, a short corn crop with reduc- 
tion of grades all along the line is now 





Lull Continues in 
Hardware Demand 


New York, Aug. 13.—The usual 
mid-summer lull in the hardware 
demand has become more pro- 
nounced within the past week. 
Apprehension concerning the pos- 
sible damage of the continued arid 
weather to farm crops, has resulted 
in a slackened demand in market 
centers principally serving agricul- 
tural sections. Some seasonal lines 
have been stimulated by the 
drought, while the movement of 
other merchandise has been re- 
tarded, due to the same factor. 

Vacation supplies, sporting goods, 
electric fans, refrigerators, garden 
hose, lawn sprinklers and similar 
articles are in excellent demand. 
Garden tools, lawn mowers and 
staple hardware are in less active 
demand. In some sections, whole- 
salers are booking good sized or- 
ders for Fall goods to be delivered 
later, but dealers in certain other 
localities have thus far shown a 
lack of interest in advance require- 
ments. 

The trade anticipates that busi- 
ness will begin to improve about 
the first of September and a grad- 
ual gain is anticipated until sales at- 
tain a seasonably normal average. 

Few price changes of consequence 
have been made during the past 
week and no drastic revisions ap- 
pear likely or imminent at this time. 

Collections have a fair average, 
being characterized as slow in some 
sections and satisfactory in others. 





assured. This means, among other 
things, that numerous renters will leave 
the farm and throw on the market a good 
deal of second-hand corn farming equip- 
ment, probably mostly horse-drawn, which 
will to some extent come into competi- 
tion with new equipment. 





GENERAL MARKET 
NEWS or tHe WEEK 








California Trade Remains 
at Generally Low Level 


Business and industry in California 
during June continued at a_ generally 
low level, which corresponds closely to 
the general situation throughout the 
United States, according to the research 
department of the California State 
Chamber of Commerce. The downward 
trends predominated in most lines with 
general activity considerably below 1929. 

Retail trade in California for June was 
less active than in May and below a year 
ago. Retil store sales for June were 
5.8 per cent less than last year, while 
the annual change for May was 4.5 per 
cent. The sales for the half year were 
3.3 per cent below 1929. The semi-annual 
sales for 490 stores in the United States 
were 4 per cent less than a year ago. 

California bank debits for 14 cities 
during June, although below the level 
of 1929, showed the usual slight seasonal 
increase from May to June. The weekly 
debits for the first two weeks of July 
were slightly less than a year ago. 


July Bank Clearings Were 22% 
Below Same Month in 1929 


Bank clearings in July showed more 
marked recessions from a year ago than 
in recently preceding months, the de- 
creases, in fact, shaping up about as 
large as they were in the first two months 
of 1930. This was in keeping with. the 
very general ebbing of activity from 
recently preceding periods in trade and 
industry, due to ordinary summer dull- 
ness being accentuated by the decline in 
industrial activity, the lessened trade pro- 
ceeding from vacation conditions, intense 
heat, reduced stock speculation, etc. 

The total clearings at 125 cities for 
July as reported to Bradstreet’s were 
$46,460,765,000, which marked a decrease 
of 22.4 per cent from July a year ago, 
this comparing with a decrease of only 
6.1 per cent in June and finding closest 
resemblances in the decreases of 22.2 and 
22.4 per cent, respectively, in January 
and February from like months a year 
ago. The decrease from June at all cities 
was 5.4 per cent, but compared with July, 
1928, the gain was 2.3 per cent. 
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Compare 1930 with 1921 for 
the Proper Perspective 


 B~ fallacy of comparing a year of 
depression with a year of prosperity 
is emphasized in a market letter from 
Hayden, Stone & Co., Boston and New 
York. This financial house, recognized 
as conservative in its views, states on 
Aug. 1 the following: 

“For those who follow business and 
market developments from day to day, 
or even from month to month, it is diffi- 
cult to get the proper perspective. That 
we are today in a period of severe busi- 
ness depression there is no gainsaying. 
To compare this year with last year, or 
even years immediately preceding, is to 
compare depression with prosperity. To 
get a true picture of how far we have 
come along the road, we should com- 
pare prosperous periods with former pe- 
riods of prosperity—depression with for- 
mer depression. The last period of severe 
business depression we have experienced, 
particularly in the matter of commodity 
prices, was in 1921. Indeed, commodity 
prices today are lower than at any time 
since then. True comparison, therefore, 
would lie with that time rather than with 
recent years. To cite a few examples 
of progress it, therefore, may be perti- 
nent to point out that in the entire year 


| 





of 1921 the Steel Corporation earned a 
little over $2 a share. In the first six 
months of this year it has earned $6.50 
a share on a greatly increased number 
of shares. General Electric in 1921 
earned about 22 million dollars; this 
year it will undoubtedly earn three times 
as much. National Biscuit earned about 
five and one-half million dollars in 1921; 
this year it should earn four times as 
much. True, the shares of these and 
other representative companies are sell- 
ing for several times what they were 
then; it is evident from the above that 
they are worth it. If our memory serves 
us correctly, there was not a single com- 
pany in that period that did not report a 
decrease in earnings. This year some 
75 important companies show, in spite 
of the general recession, an increase in 
the first six months over last year. 

“In short, while we are now in one 
of the valleys into which it seems inevi- 
table that business should dip from time 
to time, this valley is at a much higher 
elevation than the last. This is the best 
possible reason for expecting that the 
next peak will also be higher than the 
last.” 





Bank Clearings Declined 
Week Ended July 31 


Bank clearings in the United States 
for the week ended July 31, as reported 
to Bradstreet’s Journal, aggregated $9,- 
582,428,000 as against $9,400,781,000 last 
week and $13,287,035,000 in this week 
last year. There is here shown an in- 
crease of 1.9 per cent over last, with 
percentages of changes from the like 
week of 1929. Canadian clearings aggre- 
gated $241,053,000, compared with $252,- 
970,000 last week and $333,910,000 in this 
week last year. 





Retrenchment Programs Are 
Apparent in Iron and Steel 
Industries 


July proved another month of drastic 
deflation of pig iron production, bring- 
ing blast furnace operations a long step 
nearer to the inevitable “bottom” which 
will precede the next upturn in business. 
The daily rate of output,at 85,146 tons, 
fell 13 per cent below the per diem av- 
erage of June. Active blast furnaces 
showed a net decline of 16, compared with 
20 in June. The production rate of 
the 144 stacks in service on Aug. 1, at 
83,645 tons, was lower than the daily 
average for any month’s output since 
October, 1924. 

Aside from this evidence of sharp re- 
trenchment, there is little in market de- 
velopments to reveal the trend of iron 
and steel business in the immediate fu- 





ture. Resumption of operations by au- 
tomobile manufacturers has thus far 
given little impetus to demands on sup- 
pliers of materials, although counted on 
to bring some measure of improvement 
later. Prices, particularly of finished 
steel products, still show marked irregu- 
larity, and buying continues to be char- 
acterized by the excessive caution that 
prevails during periods of uncertainty. 
Widespread drought, which has now 
reached an alarming stage, has further 
clouded the business outlook. 

Among the few sources of encourage- 
ment are continued stability in the scrap 
market, with a few price advances re- 
ported where the supply of certain grades 
has run low, increased tractor output 
under the stimulus of foreign orders and 
a gain in pig iron shipments.to foundries 
in the Chicago district. 

The opinion still prevails that iron and 
steel business will show at least a sea- 
sonal gain within the next month or two, 
but the current trend of steel ingot pra- 
duction is slightly downward, with the 
average for the country at large at 54 
per cent, compared with the 56 per cent 
rate that prevailed in the four previous 
weeks. 

Total pig iron output in July was 
2,639,537 tons, compared with 2,934,129 
tons (97,804 tons a day) in June. Pro- 
duction in the first seven months was 
20,900,849 tons, as against 25,426,080 tons 
in the corresponding period in 1929 and 
21,592,745 tons in 1928. The decline from 
last year’s total was 17.8 per cent and 
from the 1928 period 3.2 per cent. 





| Week’s Price Average Was 
| 82.9 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced on Aug. 3 that whole- 
sale commodity prices for the week ended 
Aug. 2, and based on Dun’s quotations, 
average 82.9 per cent. 

The July average was 83.7 per cent. 
The purchasing power of the dollar was 
120.6c. on a 1926 basis of 100c. The 
July average was 119.5c. 

Crump’s Index of English prices for 
the week on the revised 1926 level was 
77.6. The June average was 78.6. 

The Italian index on the revised 1926 
basis for the week ended July 26 was 
61.0. 


Business Failures Decreased 
In Week Ended Aug. 2 


Commercial failures showed a decrease 
in number during the week ended Aug. 
2, according to the reports received by 
the business reviews. The total was, 
however, still above the figure for the 
same week of last year. Failures re- 
ported to Bradstreet’s numbered 423, 
against 446 in the preceding week and 
368 in the same week of 1929, while R. 
G. Dun & Co. showed a total of 468 de- 
faults, a decline of 42 from the figure 
for the preceding week. This compared 





with Dun’s report of 409 failures in the 
same week of last year. 

Canadian failures also decreased dur- 
ing the week, standing at 37, against the 
43 reported for the preceding week. 

The figures indicated a further shift- 
ing of the sizes of the failures, the per- 
centage of enterprises employing up to 
$5,000 of capital to 73.7 from 71.3. This 
compared with 67.1 per cent two weeks 
ago. Businesses using from $5,000 to 
$20,000 of capital represented 20 per cent 
of the failures, against 21.3 per cent the 
preceding week. 

Geographically; the Western and Far 
Western sections of the country showed 
the greatest improvement in volume of 
failures, while a large increase was re- 
ported from the Middle Atlantic area. 





Construction in Thirty-Seven 
States Declined Substantially 
During Month of July 


Contracts let for néw construction ot 
all types in the 37 States east of the 
Rocky Mountains during the week from 
July 19 to July 25 were valued at $81,- 
767,100, according to the F. W. Dodge 
Corp. For July to date contracts ag- 
gregated $297,076,700. This was at the 
rate of $14,146,500 a business day, as com- 
pared with $25,093,700 a busines day in 
July, 1929. Since Jan. 1 new construc- 
tion undertaken in this territory was 
valued at $2,935,090,000, as against $3,- 
545,703,800 for a like period ended July 
26, 1929. 
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NEW YORK, Aug. 12.—F urther declines have occurred in 
the prices being quoted on both dry and liquid shel- 
lac. The reductions were 1c. per lb. in dry shellac and 5c. 
per gallon in liquid shellac. Current prices are quoted be- 
low. Some improvement has become evident in the existing 
demand. Large buyers have entered the market with more 
vigor than at any time during recent weeks. 

Archer-Daniels-Midland Co., in reviewing the linseed oil 
and fiax situation in a recent report, states that another 
week of hot dry weather in the Northwest has again re- 
duced the prospects of the present flax crop. In conclusion 
the report states: 

“From some quarters we have received intimations of 
an impression existing that the recent increase in our im- 
port duty on linseed oil will tend to advance prices on oil. 
In this connection we wish to quote from an editorial which 
recently appeared in a well known trade journal: ‘The 
American producers of linseed oil appreciate the advan- 
tages of a protective tariff. They are not likely to destroy 
these by advancing prices. Consumers of linseed oil may 
expect the market to react only to the inevitable influence 
of crop conditions.’ Bearing out this statement it should 


be noted that, following the President’s signing of the 
Tariff Bill on June 17th, no change in linseed oil prices 
occurred until June 24th, when a general reduction was 
made following declines in flaxseed markets.” 





LINSEED OIL 


PURE LINSEED OIL 


Per Pound 
an 3008 Of 16se THAN 5 WO 6. oa os seeccse ce ced ee 14.6c. 
Bet TORE “1 EB OP TRING 6 aios5 6: 6 see's ose aos 4 elcia’ 14.2¢. 
Calcutta linseed of] in DDIB...).5...cccceccecces 22.0c. 


WHITE LEAD 


WHITE LEAD AND OXIDES. 


White lead in oil, heavy or soft paste, 100 lb. kegs, 13%c.; 50 
and 25 Ib. kegs, 14c.; 12% lb. kegs, 14%c.; 5 lb. cans, 16%c.; 
1 lb. cans, 18%c.; 5 lb. cans packed 50 or 100 lbs. to case; 1 !b. 
cans packed 25, 50 or 100 Ibs. to case. 

The following discounts are granted on quantity orders for de- 
livery at one time; 500 lb. lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 lb. lots, 10 per cent, 10 per cent 
and 3 per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. : 


DRY WHITE LEAD. 


Dry white lead, 100 Ib. kegs, 13%c.; 25 and 50 Ib. Kegs, 14c.; 
12% Ib. kegs, 14%c. 


FLATTING OIL 


Quart cans, 12 to case, 35c. per can; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, 1 and 2 cans to case, $1.10 per gal. 
Quantity discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent; 48 to 96 gallon lots, less 20 and 
5 per cent; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for different sized cans will be subject to the discount for 
the combined gallonage. 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per Ib.; 12% Ib. cans, 8%c. 
per lb:; 25 Ib. cans, 8c. per lb.; 120 lb. (approximate) tubs, 7c. 
per Ib. 


COMMERCIAL PUTTY 


1 Ib. cans, 6c. per lb.; 2 lb. cans, 5%c. per Ib.; 5 Ib. cans, 446c. 
per lb.; 12% lb. cans, 4%4c. per lb.; 25 lb. cans, 4c. per 1b.; 100 
to 120 lb. tubs, 3c. per Ib. 


SPIRITS TURPENTINE 


Price ranges from 50c. per gallon. 





New York Paint MarteriALs Market 











DRY COLORS 


COMMERCIAL LAMP BLACK. 
In 50 Ib. cases, 1 Ib. packages, 16c. per 1b.; % lb. packages, 22c. 
per lb.; % Ib. packages, 30c. per lb. Assorted sizes, 22c. per Ib. 


GERMANTOWN LAMP BLACK. 

In 50 lb. cases, 1 Ib. packages, 25c. per Ib.; % lb. packages, 
$2c. per lb.; % Ib. packages, 40c. per Ib. Assorted sizes, 32c. per 
lb.; ultramarine blue, 28 lb. boxes, from llc. to 9c. per 1b. dry 
colors in barrels varying from 300 to 350 lbs. Prices per pound: 
Prince’s metallic, 3c.; American raw and burnt umber, 5%c.; 
Italian raw and burnt sienna, 10c.; turkey raw and burnt umber, 
6c.; American raw and burnt sienna, 5%c.; Van Dyke brown, 9c.; 
chrome green, l.m. or dark, 15c.; American venetian red, 3c.; 
Indian red, 15c.; turkey red, 35c.; American vermilion, 35c.; 
American yellow ochre, 2c.; imported French ochre, 6%c.; golden 
ochre, 6c.; chrome yellow, l.m. or dark, 15c.; Dutch paint, 1lc.; 
extra gilder’s whiting, 7%c. 


SIZING GLUES 


White kalsomine glue, flakes, 30c. per lb.; pure hide joint glue, 
ground or flakes, 25c. per lb.; South American sheep glue, 110 Ib. 
bags, 15c. per lb.; German sheep glue, 110 lb. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per Ib.; Italian ground pumice 
stone, in barrels, 3c. per lb.; C. P. aluminum bronze, 1 1b. cans, 
75c. per can; pale gold bronze, 1 lb. cans, 65c. per can; copper 
bronze, 1 lb. cans, $1 per can; cotton waste, 50 Ib. bales, 14c. to 
15c. per Ib.; alcohol, C. D. No. 5, in steel drums, 43c. per gal.; 
steel drums are charged at $6 each, which is refunded when 
drums are returned. 


SHELLAC 


T. N. Grade, 164 ib. bags, 22c. 


per lb.; Vac-Dry, bleached, 250 
lb. barrels, 28c. per lb.; Orange, 164 Ib. bags, 23c., 25c. and 32c. 


per lb., according to grade; 5 Ib. Pure White Shellac, 50 gal. 
barrels, $1.65 per gal.; 5 lb. Pure Orange Shellac, 50 gal. barrels, 
$1.35 per gal.; 4% lb. Pure White Shellac, 50 gal. barrels, $1.55 
per gal.; 4% Ib. Pure Orange Shellac, 50 gal. barrels, $1.25 per 
gal.; 4 lb. Pure White Shellac, 50 gal. barrels, $1.45 per gal.; 
4 lb. Pure Orange Shellac, 50 gal. barrels, $1.15 per gal. 


STEP LADDERS 


High grade, 4 ft., $1.95; 5 ft., $2.40; 6 ft., $2.90; 7 ft., $3.40; 
8 ft., $3.90; 10 ft., $4.80. Medium quality, 3 ft., 75c. each; 4 ft., 
$1:00-' 5 2t,, Si.20; 6 fe, $2.50; 7 £€.,,. $4.75: 8 t.,. $R0Gs 10 Te, 
$2.50. Competitive quality, 4 ft., 80c. each; 5 ft., $1.00 each; 6 ft., 
$1.20 each. ° 


EXTENSION LADDERS 


Complete with rope and pulley assemblies, 20 ft., $5.60 each; 
24 ft., $7.85 each; 26 ft., $8.45 each; 28 ft., $9.00; 30 ft., $9.55; 
32 ft., $10.15; 34 ft., $10.70; 36 ft., $11.20; 38 ft., $12.00; 40 ft., 
$12.50. Extra ropes for extension ladders, $1.25 each. Extra 
pulleys for extension ladders, $1.25. 


FLOOR WAX PRODUCTS 
Powdered Wax.—4 oz., 234c.; 8 0z., 33'4c.; 
$2.66% per package. 


Prepared Paste Wax.—2% oz., 16%c.; % Ib., 33%c.; 1 Ib., 56%c.; 
2 Ib., $1.0626; 4 lb., $2.00; 8 Ib., $3.73%4. 


Prepared Liquid Wax.—%% pt., 33%c.; 1 pt., 50c.; 1 qt., 93%c.; 
% gal., $1.60; 1 gal., $2.66%. 


Floor Polishing Outfits.—Includes quart bottle of liquid wax, 
one way mop, one weighted floor brush and instructions, $3.75. 


Weighted Floor Brushes.—15 Ib., $3.75; 25 Ib., $5.25. 


16 oz., 66%c.; 5 Ib., 


SANDPAPER 


Size 00, 100 sheets, 83c. per box; size 0, 100 sheets, 83c. 
box; size %, 100 sheet, 89c. per box; size 1, 75 sheets, 74c. 
box; size 11%4, 50 sheets, 56c. per box; size 2, 50 sheets, 65c. 
box; size 214, 50 sheets, 71lc. per box; size 3, 25 sheets, 41c. 
box. 


Utility packages of sandpaper, 6%c. each. Full cartons of 72 
packages are subject to an additional per cent discount. 


per 
per 
per 
per 
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. shortages tend to make business better 








NEW YORK: 


New York, Aug. 12. 


ETROPOLITAN jobbers have | 
M reported a slackened demand | 

during the past week, which is 
a customary occurrence at this season 
of the year. From all indications, trade 
is at low tide at the present time and 
there is reason to believe that some im- 
provement can be expected in the near | 
future. Relatively speaking, in com- 
parison with the first seven months of | 
the year, August sales are about normal, 
considering, of course, that the month | 
is usually the dullest of the year for | 
wholesalers in this area. The hot, dry 
weather which has prevailed recently | 
has served to increase sales in some | 
lines and has retarded activity in others. | 
The trade is generally apprehensive | 
over the effect that a prolonged | 
drought might have on business. Gar- | 
den hose, watering pots, hose reels, | 
lawn sprinklers and_ similar items | 
needed to cope with high temperatures | 
and insufficient rainfall are in excellent | 
demand. Housefurnishings are holding 
their own. Staple hardware, builders’ 
hardware and tools are dull. More in- | 
terest has been shown in fall merchan- | 
dise for future delivery than was an- 
ticipated. 


STOCKS ARE VERY LOW 


Hand-to-mouth buying continues to 
be the general policy of most dealers. 
Stocks on hand are very low and cur- 
rent orders indicate that they are being 
kept at the minimum necessary to meet 
immediate requirements. It is said that 
in some instances dealers have reduced 
their stocks in a drastic manner, to the 
detriment of the storé. It was pointed 
out that it is impossible for the mer- 
chant to sell goods that he doesn’t have 
and that the usual alibi, “We have it 
ordered and it should be here tomorrow 
or the next day,’ costs the dealer real 
money in lost sales. Also that such 


for the stores which make it a point 
to carry adequate and complete stocks. | 
The opinion is rather general that little 
fall and winter merchandise was car- 
ried over last year and that a fairly | 
good demand could be expected as the 
fall season nears. Some wholesalers 
are out after business in axes, weather- | 
strip, stove goods, holiday goods and | 
cutlery, and report fair success. In 
fact, the interest that retailers have 
shown in these lines has demonstrated 
their confidence in the belief that the 








AT A GLANCE 


Business is rather quiet. 
August is the dullest month of 
the year. Sales are about 
normal, relatively speaking. 
Improvement is awaited. 

* # & 

Stocks are very low. Hand- 
to-mouth buying is the general 
policy. Good fall demand is 
expected. Future orders are 
being booked in fair volume. 

* * * 


Building materials are slow. 
Tools are in slightly better de- 
mand. Garage hardware is 
active. Metal working tools 
are in brisk demand. 

* * # 

Fruit presses are active. 
Canning and preserving equip- 
ment is finding a _ ready 
market. Suburban stores are 
closing Wednesday after- 
noons. 

* % # 

Prices are fairly firm. No 
drastic price revisions appear 
likely in the near future. Col- 
lections are considered fairly 
satisfactory. 











fall demand will approach a normal 
level. 


BUILDING MATERIALS SLOW 


Builders’ and contractors’ supplies, 
including builders’ hardware and tools, 
have shown a Slightly better move- 
ment during the week past. This is 
attributed to the fact that many home 
owners are making minor repairs at 
this time in preparation for the winter 
months. Increased activity is also 
noted in suburban building operations. 
Metal working tools continue to enjoy 
a brisk demand. Garage hardware is 
also active. 

Construction contracts awarded in 
the metropolitan area of New York 
during July showed a decline of 14 
per cent from June and of 61 per cent 
from July, 1929, according to F. W. 
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| contracts in 


| amounted to $581,364,100. This was a 


| 








Dodge Corporation. New construction | 
of all types undertaken in this territorv | 
during July was valued at $68,861,300, | collections with wholesalers are fairly 
as against $80,324,900 for the previous | 


month and $177,720,800 for July, 1929. 


| 





Business Is Now at Low Tide 
A Fall Upturn Seems Sure 


the metropolitan area 


decline of 25 per cent from the total 
of $771,257,000 reported for the cor- 
responding seven months of 1929. 


FRUIT PRESSES ARE ACTIVE 


The first wine grapes have started 
to arrive in the New York market from 
California, and’ this has developed a 
brisk demand for grape crushers and 
fruit presses, especially with stores lo- 
cated in Italian neighborhoods. Ripen- 
ing fruits and vegetables have likewise 
stimulated the sale of canning and pre- 
serving equipment. It is thought that 
more housewives will forsee the econ- 
omy of canning efforts this year, in 


| view of the drought, which will doubt- 


less result in higher prices for canned 
goods this winter. 


WEDNESDAY AFTERNOON 
CLOSINGS 


Most suburban stores have adopted 
the policy of closing Wednesday after- 
noons during July and August, in con- 
sideration of their employees. So far 
as can be learned this has made little 
difference in the weekly sales totals of 
the stores closing for the half-holiday. 
Wholesalers have arranged for de- 
liveries to such stores to fit the summer 
schedules. It has caused some incon- 
venience to traveling salesmen who are 
often unaware of the arrangement, but 
the plan is declared to have many ad- 
vantages in its favor. Some suburban 
stores intend to discontinue the Wednes- 
day noon closing on Sept. 1, and others 
Sept. 15. 


PRICES ARE FAIRLY FIRM 


Considering the rather dull character 
of the market, prices have remained 
remarkably firm. No important changes 
have been made recently and none ap- 
pear likely in the near future. Not- 
withstanding that it is a “buyer’s mar- 
ket,” prices in the main are fairly 
stable. A few exceptions have been 
noted in scattered instances where 
prices have been shaded on large or- 
ders. Prices on nails are extremely 
low and are said to be below the cost 
of production. 


THE CREDIT SITUATION 


In comparison with recent months, 


satisfactory. While there is plenty of 
room for improvement in the credit 


For the year to date, construction | situation, it is by no means alarming. 
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weather has | 





Cuicaco, Aug. 12. 

| auc’ hot 

every seasonal line of hardware. 
In many communities the thermometer 
and remained there for days at a time. 
It has been difficult to keep lawns 
been selling like the proverbial “hot 
cakes.” Sprinklers, nozzles, couplings, 
Stocks are so low that jobbers have 
had to re-order express shipments by 
ments of the retailers. It has been a 
long time since the trade has enjoyed 

CANNING SUPPLIES ACTIVE 

High temperatures have engendered 
ages, including both buttermilk and 
sweet milk. Heavy orders for milk 
stocks; the demand for bottles has ex- 
ceeded that for milk cans, which, never- 
of a 20 per cent advance in price. Ber- 
ries, grapes, peaches, pears and to- 
numerous sections; this production, 
combined with the low price of sugar, 
ning for home consumption. In the 
Southwest, especially, this development 

“Save more and buy less,” the slogan 
of the United States Department of 
that part of the country, where with 
steam pressure canners and can sealers, 
fruits and vegetables for fall and winter 
use. In some communities a big local 
arisen; it is said to be superior, in many 
cases, to the product of the commercial 
moving briskly in this direction. Some 
market observers believe the demand 
a steady increase during seasons to 
come. 

Fall delivery orders for both heavy | 
and light grades of waxed glass sub- 
prices which obtained last winter; this 
material passes part of the ultra-violet 


Hot Weather Stimulates Seasonal Goods 
$ Future Orders Are Beginning to Register 





AT A GLANCE 


Hot and dry weather stim- 
ulates many seasonal lines. 
Canning and preserving equip- 
ment is especially active. 

* * & 

Glass substitutes are active 
for fall delivery. Prepared 
roofing is quiet. Competition 
was keen on early orders for 
stove pipe and elbows. 

* 8 # 

Tires and radio are more 
active. A shortage of electric 
fans appears likely. Wedges 
and mauls are now being sold 
by the piece, although prices 
are unchanged. 

* #8 # 

Future orders for fall mer- 
chandise are beginning to reg- 
ister. Chain prices are firm 
and the demand is good. 
Trade in builder’s hardware 


has shown no improvement. 


* 8 % 
Drought has darkened the 
agricultural outlook. Both 


corn and wheat have stiffened 
in price. 














(Chicago office of HARDWARE AGE) 
stimulated movement in nearly 

has registered over the 100-degree mark 
green. Hose and hose accessories have 
etc., have been in excellent demand. 
wire in order to fill the urgent require- 
such a rush for this class of goods. 
a strong demand for all sorts of bever- | 
bottles have made inroads on jobbers’ 
theless, has been enlivened by the talk 
matoes have produced abundantly in 
is resulting in increased domestic can- 
is pronounced. 
Agriculture, has been widely heeded in 
people have been putting up their 
demand for such canned produce has 
cannery. Canning equipment has been 
for such equipment is likely to show 

GLASS SUBSTITUTES FOR FALL 
stitutes are coming in now at the same 
light rays and is therefore in demand | 


for inclosing poultry houses, porches, 
etc. The two leading brands of wire- 
enforced, semi-transparent glass sub- 
stitutes have been copied by imitators 
for several seasons, but these, it is said, 
have had short vogue; the market for 
fall is steady on last year’s price basis. 
The outlook for a continued heavy sale 
of poultry equipment, in season, 
good; for a number of years this has 
been one of the liveliest of hardware 
lines. 


is 


ROOFING HAS BEEN QUIET 


Summer sales of prepared roofing 
have been so quiet that there has been 
little or no close figuring or price-cut- 
ting for the temptation of the carload 
buyers. Manufacturers report no 
changes in contemplation and most 


people identified with the trade are | 


hoping for a steady market. Competi- 


tion was keen on early orders for stove | 
pipe and elbows among several of the | 





shipping season approaches; the lead- 
ing brands show no change in price 
from the basis of Jan. 1, 1930. Quality 
grades in this line still have the ascend- 


| ancy. 


TIRES AND RADIO PICK-UP 


Sales of automobile tires and tubes. 


because of the exceedingly hot pave- 





smaller western factories, but prices | 
have shown greater steadiness as the | 


ments, have shown a substantial in- 
crease in demand. Some improvement 
is beginning to appear in the radio 
situation. Trade has been considerably 
stimulated by the introduction of a new 
portable a.c. set, listing at $59.50, com- 
plete with tubes. Rubber-covered wire 
is down 3 per cent in price, establish- 


| ing a new low for the post-war period. 


The electric fan business is still run- 
ning strong and factory stocks are 
about exhausted, which is also the case 
with most of the wholesalers. 


MAULS AND WEDGES 

Makers of mauls and wedges report 
general adherence to the new plan of 
selling by the piece instead of by the 
pound; prices have not wavered a bit 
since the advance made in January, 
1929. In the sale of bale ties the low- 
est priced competition among manu- 
facturers and distributors has given 
way to a steadier market on the price 
schedule announced Jan. 5, 1929, which 
is still in effect. Within recent months 
mail-order houses have attempted to 
develop a domestic market for imported 
wire rope; this attempt has brought 
little change, either in price or demand 
on the leading American-made quality 
brands. 


FUTURE ORDER ACTIVITY 

Future orders are beginning to regis- 
ter for such fall items as furnace ce- 
ment, stove-pipe enamel, glass, putty, 
etc., and hardware dealers expect them 
to lift the temporary August lull. Chain 
prices are firm and the jobbers’ and 
dealers’ demand is holding up well, 
despite some of the negative conditions. 
Light weldless coil chain, tie-out chains 
and swing chains are moving with con- 
siderable freedom. Orders show a 
growing sale of light log chains used 
for towing. The call for builders’ 
hardware is no greater than it was a 
month or so ago, but building permits 
locally are on the increase, which 
should mean a better trade during the 
latter half of the vear. 





j 





area 
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(Pittsburgh Office of HarpwarE AGE) 
PirrspurGH, Aug. 12. 
USINESS volume this month is 
B holding at about the same level 
as July, and is somewhat under 
the expectations of local jobbers who 
would ordinarily expect shipments of 
fall goods to be maintaining a good rate 
just now. Retailers seem more inter- 
ested in reducing their present stocks 
than in laying in future supplies. As a 
result, the entire situation lacks buoy- 
ancy. Although a number of dealers 
have laid in their stocks of arms and 
ammunition, considerable business re- 
mains to be placed, and the wave of 
buying which occurred earlier in the 
summer has generally subsided. Cold 
weather goods are not active so far as 
future commitments are concerned, but 
are expected to improve in the next 
few weeks. 


SEASONABLE MOVEMENT 


Jobbers are currently shipping con- 
siderable garden hose, sprinklers and 
other articles demanded in dry weather, 
while lawn mowers and garden and 
farm tools are exceedingly quiet. Re- 
tailers’ stocks are being generally re- 
duced on nearly all the seasonable items, 
and jobbers have also been abie to cut 
down their inventories considerably. 
Sporting goods are still active, and 
there is a heavy demand for bathing 
suits and kindred swimming supplies. 


PRICE TENDENCIES 


Price changes during the week have 
not been important, and jobbers believe 
that present levels will see little further 
readjustment. Quotations on garden 
hose for 1931 are unchanged, and prices 
on incubators and brooders have been 
reafirmed for next season, Quotations 
on fertilizers will be announced in the 
next few days, and are generally un- 
changed or slightly lower. Sweat pads 
have been reduced slightly; with No. 
63N 20-in. now quoted at $4.60 per 
doz.; 21-in. at $4.80; 22-in. at $5; 23- 
in. at $5.20, and 24-in. at $5.40. Har- 
ness snaps are still sold in fair volume, 
but other harness items are generally 
dull. Turpentine has declined one cent 
per gal. in barrel lots, but white lead 
and linseed oil are unchanged. Wire 
nails are now generally offered at $2.35 
per keg in carload lots, although a $2.45 
price is still obtained occasionally on 
small purchases. 


BUILDERS’ HARDWARE 


Builders’ hardware is still very dull, 
with building construction in the dis- 





Current Volume About Same as July— 


p | TTS B U RGH $ Recent Price Changes Unimportant 





AT A GLANCE 


Present volume is about the 
same as during July. The 
dealer tendency is to reduce 
stocks. Activity in fall goods 
has waned. . 

* 8 & 

Garden hose and _ similar 
merchandise is active. Farm 
tools and lawn mowers are 
quiet. A good demand con- 
tinues to exist for sporting 


goods. 
* % % 


Recent price changes have 
been unimportant. Wholesal- 
ers do not forsee any drastic 
price changes in the near fu- 
ture. Builders’ hardware is 
dull. 

* #8 & 

Industrial activity has shown 
no sign of improvement. 
Steel ingot and pig iron pro- 
duction are at low levels. 

* * # 

Neither the glass, coke nor 
coal industries have gained 
momentum in the Pittsburgh 
district. Employment condi- 
tions have improved slightly. 
Collections are very slow. 











trict holding at recent low levels. Little 
improvement is in sight, although large 
civil engineering projects are going for- 
ward, and manufacturers of builders’ 
hardware are getting some business. 
The low state of industrial activity 
in the Pittsburgh district, which has 
been in effect since June, shows no 
sign of improvement. Steel ingot pro- 
duction has declined to about a 55 per 
cent rate, and pig iron output is lower 
than at any time since 1924. Three 





blown out in the last month. Resump- 
tion of activity in the automobile in- 
dustry has improved specifications for 
steel sheets, strip and bars to a slight 
extent, but production has not been 
stimulated more than a few points. Hot, 
dry weather has endangered canning 
crops in various sections of the country 
and caused considerable concern to man- 
ufacturers of tin plate. Railroads are 
beginning to show interest in their 1931 
rail requirements, but only two carriers 
of importance have placed their con- 
tracts. Early estimates indicate that 
rail business will fall about 10 per cent 
under last year. Steel prices are weak 
in spite of the fact that little test is 
offered in the present dull market. Cold- 
rolled strip is more freely available at 
concessions of $1 to $2 from the 2.45c., 
Pittsburgh, price which has prevailed 
for some time. Nails are holding fair- 
ly well at $2.05, although shading is re- 
ported in some districts. Sheet prices 
have not declined openly, although re- 
cent minimum quotations have been ex- 
tended to a large percentage of current 
business. 


GLASS, COAL AND COKE 


The glass industry, which has suf- 
fered all year from light automobile 
production and reduced building opera- 
tions, has gained no momentum. Plant 
operations are at a low rate, and only 
a slight improvement is expected as a 
result of increased automobile output 
this month. Coal and coke are still very 
depressed, with production of furnace 
coke in the Connellsville district at the 
lowest rate in recent years. 

Employment conditions have im- 
proved slightly following the end of 
suspensions in a number of plants in 
the district, but operations are seldom 
on more than a four-day basis and pay- 
rolls are generally depleted. Collections 
are very slow, and outlying towns are 
affected more adversely than the imme- 


steel company blast furnaces have been | diate Pittsburgh locality. 





Bricklayers and Plasterers Receive Highest Building Wage 


Among workers in the building trades, 
bricklayers and plasterers received the 
highest wage rates per hour in 1929, ac- 
cording to a study entitled “Wages in 
the United States, 1914-1929,” recently 
completed by the National Industrial 
Conference Board, 247 Park Ave., New 
York. Wage rates of bricklayers aver- 
aged $1.65 per hour, while those of plas- 
terers averaged $1.635. 





The Cénference Board study compre- 
hends 17 building trades in 23 cities. 
The average wage rate for the 17 trades 
combined in 1929 was $1.185. The rates 
of 13 of these occupations in 1929 ranked 
above the above-mentioned average, while 
four ranked below. The lowest rate was 
that of common laborers, which averaged 
70 cents per hour for the year as a 
whole. 
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CINCINNATI: 


(Cincinnati office of HARDWARE AGB) 


CINCINNATI, Aug. 12.—A still further decline in the demand for 
all types of hardware merchandise was noted by district hardware 


jobbers in July. 


less than in June and below the level of last year. 


In fact, business volume in July was noticeably 


Continued dry 


hot weather is tending to hold up any purchases from the rural dis- 
tricts and unemployment is curtailing purchasing power in the 


urban districts. 


Consumers are not anticipating their demand or requirements 


for any length of time. 


In fact, all purchases are being made at 


hand-to-mouth rate and any attempt to interest buyers in future 
goods has been unavailing. All are interested only in current busi- 
ness and are making few if any preparations for later demand. 


Industrial employment has shaded again. 


A decided decrease 


was noted in July from June in all lines of industry and a further 
recession has been noted during the early part of this month. 
Prices, generally, are firm and only few minor changes have been 


made in the last few months. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B CINCINNATI. 


BUILDERS’ HARDWARE. 
Weights.—Sash weights, $2.00 
per 
Mos Sets.—Square bevel inside 
sets in case lots, $3.75 per doz. 
Butts.—3% in. old copper and dull 
brass butts, 15c. per pair in case 
lots; sand blast, brass finished butts, 
19c. per pair in case lots. 


ELECTRIC FANS. 

Diehl, No. 29011, $10.00 each, list; 
No. 29511, $13.00 each, list; “No. 2971 1, 
$14.00 each, list ; No. 10512, $17. 00 
each, oy No. 12519, Pe 00 each, list; 
No. 16512, $35.00 each, list; No. 3160 
$29.50 each, list. These prices are 
= to discounts of 30 and 5 per 
cent. 


FENCE LAWN. 

Single picket, 36 in., $6.40 a hun- 
dred ft.; 42 in., $7.20 a hundred ft.; 
48 in., $8.00 a hundred ft.; double 
picket, 36 in., $8.80 a hundred ft.; 42 
in., $9.60 a hundred ft.; 48 in., $11.20 
a hundred ft. 


FLOWER BED GUARDS. 
16 in., $3.90 a hundred ft.; 
$5.15 a hundred ft. 


GALVANIZED SPRINKLERS. 
4 quart, $5.30 a doz.; 6 quart, $5.80 
a doz.; 8 quart, $6.55 a doz.; 10 quart, 
$7.40 a doz.; 12 quart, $9.00 a doz.; 
16 quart, $10.80 a doz. 


GARDEN TOOLS. 

Spades and Shovels. — Polished, 
$9.25 a doz. black, $8.00 a doz. 

Hoes.—First grade, socket 6% in., 
$9.84 a doz.; cotton, $7.68 a doz.; 
planter, $8.28 a doz.; Cronks, weed- 
ing, No. 1, $4.20 a doz.; Cronks, 
weeding, No. 4, $4.50 a doz. 

Rakes.—First quality, 14 tooth, 
Lage a doz.; Competition grade, $5.25 
a doz. 

Spading Forks.—First quality, reg- 
ular, $15.84 a doz.; extra heavy, 
= a doz.; Competition, $10.80 a 
OZ. 


GRASS CATCHERS. 
Galvanized bottom medium, $7.20 
a doz.; large, $8.00 a doz. 


GRASS SHEARS AND PRUNERS. 
Doo Klip shears, $10.80 per doz.; 
Doo Klip long handled shears, $18.00 
per doz.; Doo Klip pruners, $10.80 
per doz. 


HOSE. 
Double braid, 500 ft. reels, without 


22 in., 





couplings, ¥% in., $6.50 per 100 ft.; 
5% in., v's 00 per 100 ft.; % in., $8.00 
per 100 f 
HOSE REELS. 
Victor, $1.10 each; No. 10, $3.10 
each. 
ICE CREAM FREEZERS. 


White Mountain, 2 quart, $5.65 
each; 4 quart, $8.25 each; 6 quart, 
$10.45 each; 8 quart, $13.50 each; 10 
quart, $18.00 each. 


LADDERS. 

Extension, 20 foot, $5.75 each; 24 
foot, $7.00 each; 26 foot, $7.60 each; 
28 foot, $8.15 each; 30 foot, $8.75 each; 
32 foot, $9.35 each; 34 "foot, $11. 00 
each: 36 foot, $11.60 each; 40 foot, 
$13.00 each. 

Extension, with windlass, 28 foot. 
$9.35 each; 30 foot, $10.00 each; 32 
foot, $10. 60 each; 34 foot, $12.25 each; 
36 foot, $13.00 each; 38 foot, $13. 65 
each; 40 foot, $14.35 “each. 


LANTERNS. 
Deitz line, Monarch No. 0, $8.00 a 
_doz.; Ruby Globe, $10.00 a_ doz.; 
oy ge $13.00 a doz.; Little Wizard, 
$8.50 a doz.; Little Giant, $11.00 a 
doz.; Blizzard No. 2, $13. 00 a doz. 


LAWN SPRINKLERS. 
Fountain, $6.50 a doz.; % Fountain, 
$5.50 a doz.; Rain King, $28.00 a doz.; 
Majestic, $52.00 a doz. 





Weather Is Retarding Sales Activity 
Prices Are Steady and Unchanged 


LAWN MOWERS. 


Ray grade, 12-in., $4.60 each; 14- 
i $4.75 each; 16- in., $5.00 each. 

"Plain Ball Bearing, medium, 14-in. 
$6.50 each; 16-in., $6.85 each; 18-in., 
$7.20 each. 

High wheel, five-blade, 14-in, $1100 
each; 16-in., $11. 50 each; 18-in., $12.00 
each; 20- -in., $12.75 each. 


LAWN ROLLERS. 


No. 2, $7.90; No. 4, $9.50; No. 5, - 


“» 


$11.7 75: No. 7, $13.50. 


NAILS. 


Common wire nails, $2.60 per keg. 


PAINT SUPPLIES. 


Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
$1.04 per gal.; turpentine, in 2 bar- 
rel lots, 48c. per gal.; white and red 
lead in 500 Ib. kegs, 13%c. per Ib. 
less 10 per cent. 


ROLLER SKATES. 


girls and juveniles, 


Ball bearing, 
cheaper 


$1.32 pair; boys, $1.41 pair; 
grade, 77c. pair. 


RUBBISH BURNERS. 


No. 1, $8.00 a doz.; No. 2, $11.00 
a doz.; No. 3, $13.20 a doz. 


SCREEN DOORS. 


No. 241, size 2.10 x 6.10, $16.90 a 
doz.; No. 281, size 2.10 x 6.10, $17.80 
a doz.: No. 355, size 2.10 x 6. 10, $33.40 
a doz.; No. 315, size 2.10 x 6.10, 
$30.65 a doz.; No. 355, galvanized 14° 
$34.80 a doz. 


SCREWS. 


Flat head bright screws, 50, 10, and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round head 
brass screws, 40 and 5 off list; bright 
wire goods, 85, 20 and 5 off list. 


STEPLADDERS. 


Best grade, 5 foot, $2. 55 each; 6 
foot, $3.00 each; 7 foot, $3.55 each; 8 
foot, $4.05 each; 10 foot, $5.05 each; 
12 foot, $6.65 each. 

Competition grade, 3 foot, Sic. 
each; 4 foot, 68c. each; 5 foot, 85c. 
each; 6 foot, $1.00 each; 7 foot, $1.55 
each; 8 foot, $1.75 each. 


TRELLIS WIRE. 


22 in., $3.95 a hundred feet. 


VACUUM BOTTLES. 


Competition grade, 1 pint, 62c. 
eaéh; 1 quart, $1.20 each. 

High grade, 1 pint, $1.00 each; 1 
quart, $2.00 each. 

Nickel plated, 1 pint, 
1 quart, $2.50 each. 


$1.75 each; 


WINDOW SCREENS. 


2433, $4.30 a doz.; 3037, $6.00 a doz.; 
3637, $7.00 a doz. 

Galvanized, 2433g, $4.55 a doz.; 
3037¢, $6.25 a doz.; 3045g, $7.00 a doz.; 
3637g, $7.25 a doz. . 





Seven Industries Top 1929 Records 


EADING light railway equipment, 
shoe and leather, chain restaurant, 
confectionery and publishing corporations 
have actually made more money during 
the first half of 1930 than during the 
corresponding period of 1929, says the 
Alexander Hamilton Institute in Busi- 
ness Conditions Weekly for Aug. 2. Pub- 
lic utilities and beverages are ahead of 
their records for the second quarter. 
Comparison of net incomes with 1928 
is still more favorable. All of these 
groups, except shoe and leather, are ahead 
of their 1928 records. Of 28 industrial 
groups, comprising 103 leading corpora- 





tions, 16 are showing greater income and 
12 less income. 

In general, corporations producing con- 
sumption goods have suffered less than 
those producing capital goods. Herein 
the Institute sees only the evidence of 
the normal workings of a decline in 
business. 

With a memorandum to the effect that 
fluctuations in net income are extraor- 
dinarily sensitive to fluctuations in gross 
business, the Institute shows the relation 
of the years 1928, 1929 and 1930 by plac- 
ing 1930 net incomes about 20 per cent 
below 1929’s and about 10 per cent be- 
low 1928’s. 
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H CIT] ES Drought Causes Apprehension 
\W N Nail and Wire Prices Are Lower 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, Aug. 12.—The one big question before all of the 
people living in the territory served by the Twin Cities is just how 
much damage the continued drought and hot weather are doing to 
the crops. Much of Minnesota has not been as hard hit as certain sec- 
tions of the Dakotas, although the extent of the damage in any of 
the States is hard to determine at this time. It is safe to say, how- 
ever, that the returns will be greatly diminished for the year. Corn 
and late potatoes are suffering where no rain has fallen. 

Last week marked another Twin Cities Market Week, when many 
hundred merchants in all lines from every part of the Northwest 
visited the Twin Cities, enjoyed the entertainment provided for 
them, learned much of what is new in the merchandising field in the 
way of goods and materials, and of new ways to advertise and at- 
tract the public—and incidentally, to place orders for fall merchan- 
dise. As indicated in last week’s letter, future orders are light, in 
the hardware field, and the wholesalers are stocking as heavily as 
they believe will be necessary to take care of the demand for fall 
and winter merchandise. 

Collections continue fairly good over this territory. In fact, they 
have been better than had been expected earlier in the summer. 

Prices are fairly stable. There is a change, however, on wire nails 
and fence and smooth wire. Nails show a decline of 10 cents per 
keg, and wire prices are revised in accordance with this change. 


PRICES QUOTED HEREWITH ARE JOBBERS’ PRICES TO RE- 
TAILERS, F.O.B. ST. PAUL AND MINNEAPOLIS. 


AXES. GALVANIZED WARE. 

Single bit, base weight, unhandled | Standard galvanized pails, 10-qt., 
axes, $15.00 to $16.50; double bit, $2.70; 12-qt., $2.85; 14-qt., $3.10; stock 
$20.00 to $21.50; single bit, handled, pails, 16-in., $4. 70; 18-in., $5.50; 
$19.25: double bit, handled, $24.25 standard tubs, No. 1, $7.15; No. 2, 
doz., net. sh a eS . oh EET, No. 1, 
20; o. 2, ; No. 3, $15.60 

Sunee. doz. net. 

‘arriage and machine bolts, 60-10 
per cent; stove bolts, 75-10 per cent, GLASS AND PUTTY. 
and lag screws, 60-10 per cent from Single and double strength A grade 
standard lists. glass Minnesota prices, 83 per cent 

from lists; strictly pure putty, in 50- 


, 
» 
—) 
S 


BRADS. Ib. steel drums, $5.35 cwt., net. 
Wire brads, in 25-lb. box at 75 per | GRASS SHEARS. 
cent from lists. ae “Doo- -Klip’ grass shears, $10.80 
J > 0z.; ‘‘Doo-Klip’ long handle grass 
BUILDING PAPER. shears, $18.00 doz. ~e 3 . 


Red rosin sized building paper, 
$2.52, and tarred felt, $3.00 cwt., net. | ICE CREAM FREEZERS. 
3 | Acme, 2-qt., galvanized, 75c.; 4-qt. 

CHAIN. $1.65; White mountain, 4-qt., $4.13 

sAt* “Ma ste 3 x % x 14, $1.56: 8-qt., $6.75 each net. 

5 x e -11; % x 14, $2.89; self 

colored, % x 14, $1.40; 5/16 x 15, $1. 88; LANTERNS. 4 

Dietz D-Lite, No. 2, $13.00: No. 2, 


% x 14, $2. 5¢ each; proof coil chain, 
% in, $8.7 % in., $16.04: %% in., large front, $14.25; No. 2, Blizzard, 


$13.00; No. 2, Blizzard, large fount, 


$26.13: 5 in., $41.82 per 100 ft. 
" tbe pe $14.25; Wizard, Cold Blast, $8.50 doz., 
BUILDERS’ HARDWARE. net. 
Steel butts, 3% x 3%, old copper LAWN G 
lot gma finish, ie get case a cage Clinching hose 
ots, loc. per pair; x 4, old cop- cou i : 25 er ° og 
- © : ; plings, $2.25 per doz.; Perfect 
per or dull brass finish, less than |  Clinching hose menders, 90c. per doz. 


— lots, 22c. per pair. Heavy steel, 


bevel inside sets, $8.00 per doz. sets. | LAWN HOSE. 


Steel, bit-keved front door sets, $1.20 5, =} ug . 
per set; wrought brass, bit-keyed Pg ge gig bo: 
front door sets, $2.40 per set; wrought | Dog, %-in., 7-ply, 12%c.; Manh. hat- 
brass, cylinder front door sets, $4.75 j tan Whipcord Molded, % -in. in 500- 
per set. All lock sets quoted in old ft. bales, black, 7e.; red, Thc. ft.; 
copper finish. coupled in 50-ft. ‘lengths, _ black, 


EAVES TROUGH CONDUCTOR PIPE | __%;'"» $7.30; red, “$7.80 ‘per’ 100 ft., 


AND ELBOWS. 
Eaves trough, 28-ga., 3-in., slip LAWN MOWERS. 


joint, 5-in., in crates, $5.25; 6-in., Philadelphia, Style A, 15-in., $18.00; 
$6.40; conductor pipe, 3-in., in crates, 17-in., $20.25; 19-in., $22.25; 21-in., 
not nested, $5.10; 4-in., $7.15 per 198 $25.00 each, net. 
cow = 3-in., $1.73; 4-in., $2.8 MILK CANS 
doz. net. . 
Railroad, wide neck, 8-gal., $2.50; 
FILES. 10-gal., $2.70 each, net. 
First quality files, 50 per cent, and | NAILS 


jobbers’ brands, 60-10 per cent from 
list. Standard wire nails and cement 


coated wire nails, $2.65 per 100-lb. 
keg base. 
| POULTRY NETTING. 


| Hexagon, 63% per cent from lists. 


| PRUNERS. 
“Doo-Klip’ pruners, $10.80 doz., 
| net. 
| REGISTERS. 

Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE. 

Best grade manila rope, 21c. Ib.; 
second gradé, 17c. Ib.; best grade 
a se 16%c. Ib.; second grade, 
16c. Ib. 


ROLLER SKATES. 
Union line, extension, web heel and 
toe straps, plain steel rolls, 75c. per 
pair. 
Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with self-contained ball 
bearing wheels, $1.45 pr. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.; Nos. 193 and 105, $1.40. 


SANDPAPER. 

Best grade sandpaper, No. 1, 93c. 
per box of 75 sheets; second grade, 
No. 1, a per box of 75 sheets; gar- 
net, No. , $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 
Sash cord, best grade, 58c. Ib. base; 
second grade, 31c. Ib.; third grade, 
| 25c. Ib. base; net and cast iron sash 
| weights, $1.95 cwt., net. 


SCREWS. 
Wood screws, flat head bright, 50 
| per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
j flat head brass, 424% per cent; round 
| head brass, 37% per cent from lists. 


| SCREEN DOORS AND WINDOW. 


| Doors, common, 2-8 x 6-8, $1.65 





each; fancy, $2.60 each; screens, Con- 
tinental, extensions, 24-in., $9.75 doz.; 

Wabash, extension, 24-in., $4.85 doz., 

net. 


SOLDER. 
| P eae half and half solder, 
c. oe and strictly half and half 
a, 2 %c. lb., in 100-lb. boxes, net. 


STEEL SHEETS. 

Galvanized steel sheets, 24-ga 
(base), $4.30; black steel sheets, 54. 
ga. (base), $3.70. Armco galvanized 
steel sheets, 24*ga. (base), $6.25 cwt., 
net. 


TIN. 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 8 Ib., 
coating, IC, $14.75 box net. 


_ TIRES AND TUBES. 

Mansfield tires, 30 x 3%, Liberty 
| cord, $4.17. Mansfield heavy duty 
| oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, 32 x 4, $10.50. 
Mansfield double service, 29 x 4.50, 
$10.68. Mansfield double service, 33 
x 5.50, $21.74. 

Tubes, 30 x 3%, Mansfield, $1.13. 
Tubes, 29 x 4.40, Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40, Liberty, $1.13. Tubes, 32 
x 6.00, Liberty, $1.99. 


| WHEELBARROWS. 

Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40. 80 
doz.; tubular steel trays, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


WIRE. 

Galvanized barbed cattle wire, $2.70 
per 80-rod spool; special galvanized 
barbed ay wire, $2.88 per 80-rod 
spool; No. 9 (base), smooth, galvan- 
ized wire, $3.25 cwt., and No. 9, 
smooth, black wire, $2.80 i 


WIRE CLOTH. 
Black painted, 12 x 12 mesh, $1.65: 
aluminum finish, 12 x 12 mesh, $1.85 
per 100 sq. ft., net. 
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BOSTON: 


(Boston office of HARDWARE AGB) 

BosToNn, Aug. 12.—Running to the schedule of former years, local 
shelf hardware jobbers have started August with a drive to round 
up orders for fall merchandise, and at this early stage have secured 
quite a little business. In fact, the trade is quite encouraged. Step 
ladders, roofing materials of all kinds, window ventilators, furnace 
or heater accessories such as ash cans, ash sifters, preserving ac- 
cessories and food choppers, wood saws of every style, kegs and 
fruit presses and poultry supplies are but a few of the items now 
engaging the trade. The merchandise price situation appears more 
clearly defined than it was a month or two ago. In other words, 
one hears less of talk about lower prices. It is generally accepted 
that manufacturers in New England, at least, have pared down 
operating costs to the core, and have found it impossible to further 
reduce prices of their product. 

It is generally agreed that general business sentiment, while per- 
haps not optimistic, is more so than it has been before this year. It 
is definitely certain that a slow yet gradual improvement in the 
volume of individual buying may be expected. Just how far this 
improvement will extend is not quite clear. Jobbers are convinced 
that retail stocks are far from burdensome; that stocks of goods that 
will be wanted between now and Jan. 1 are less than normal, figured 
on a pre-war basis. Jobbers, therefore, anticipate a normal or bet- 
ter than normal demand for goods in the remaining months of 1930. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. BOSTON. 
ASH CANS. 


_ Ash Cans.— Galvanized, No. 75, 
in lots of 12, $9.60 per doz. net: 
No. 176, in lots of 24, $16.40. No. 
171, _" each net; No. 181, $3.50; 
No. 190, $4, six ribs, No. 0180, $2.25. 
In Ray of 25, No. 260, $1.80 each net; 
No. 26, $3.50; in lots ‘of less than 25, 
No. 260, $2; No. 26, $3.80. No. 7, $14 
er doz. net; No. 1724, $24; No. 1800, 


Trucks.—Ash can, Little Man, 
large wheels, $30 per doz. net; Senior 


competitive, 70c. Tom Tom, in case 
lots of 24, $2.10 each clock. 


COAL HODS. 


Coal Hods.—Galvanized, with wood 
handle, $4.25, $4.65, $5 and $5.50 a 
doz. net; Japanned, 16 in., $3.50. 


CORN POPPERS. 


Corn Popper.—U. S. No. 1CR, one 
quart, $1.50 a doz. net; No. 3MB, 3- 
qt., $3.25; No. 4S, 4-qt., $3.75; Metior, 
$4; all wire, No. 682-6, $3, No. 684-7, 
$3.35; Wellesley, extra heavy wire, 


large wheels, $28 per doz. net. La- N 947. $3.68: N 9, ; A 
mothe, No. 45, small wheels, $20 per Plea — nA wi ps eee 


doz. net; No. 45s, $22. 
$3.75 each net. 


Barrell racks, 


AXES. 


Axes.— Standard makes without 
handles, $14.50 per doz. net. The 
usual extras for weights and handles 
obtain. . 

Handles.—Single bit, 28-in., $7 per 
doz. net; 30 in., $6.40; 32 in., $6.40 and 


White Cross, No. 990, $1.50. 


| FOOD CHOPPERS. / 


Standard Makes.—Russwin, No. 1, 
$2.70 each list; No. $3. 80; No. 3, 
$4.20. Discount, 40 and 5 per cent. 
Universal, 00, $1.25 each net; No. 
1, $1.52; ‘Noe 2, $1.86; No. 3, $2.37; 
No. 323, $2.20; No. 331, $3.38; No. 
333, $3. 72: No. 304, $5.91; No. 344, 

5, 


$4.86; 28 in., $4.16 and $5 sa Enterprise, No. $2.26 each 
net; No. 10, $3.82; No. 501, $1.39; No 
CLOCKS. 602, $1.74; No. 703, $2.26. 


Electric.—Hammond line, Ravens- 
wood, $9.75 each, list; Colonial A, 
$14.50; Junior wall, white or green, 
$14.50; wall board, brown, $22.50; 
Gothic model B, $29.50; square wall, 
$30; Cambridge, $32.50; kitchen, white 
or green, $9.75. Discount 40 per cent. 

Westclox Line.—Big Ben, $2.29 each 
net; luminous, $2.98; Ben De Luxe, 
plain, green, blue and old rose, $2.46; 
assortment of blue, green and old 
rose, $7.38, luminous, green, blue and 
old rose, $3.16; Baby Ben, $2.29; 
luminous, $2.98; Baby Ben De Luxe, 
plain, green, blue and old rose, $2.46; 
assortment of blue, green and old 
rose, $7.38; luminous, green, blue and 
old rose, $3.16; Sleepmeter, $1.40; lu- 
minous, $2.10; America, plain, green, 
blue and red, $1.05; luminous, $1.58; 
3en Hur, with base, plain, red, green 
and blue, $1.76, assortment of colors, 
$5.28, luminous, $2.46. Nos. 401, 402, 
403, 24 to the case, $3.84 per clock 
net. Display case free with six 
clocks, shipped direct. 

Waterbury Line.—Thrift, in case 
lots of 50, 72c. each clock; Trusty, 
silver alarm, 75c.; New Haven, $2.10; 


Tel Tale square, $1.35; Boston, $2.75; 


KEGS. 


Oak.—Varnished, 5-gal., $1.15 each 
net; 10-gal., $1.70; 15-gal., $1.95; 20- 
gal., $2.25; 25-gal., $2. 65; 
$2.85; 50-gal. (not varnished), $3. 90: 


| HOOKS. 


Potato.— No. 5, $11.85 per doz. 
net; No. 6, $12.80; No. 5BN, $11.85; 
No. 6BN, $13.05. 


| PICK ERS. 


Fruit.—Peerless, No. 299, without 
wire-wound socket, i 50 per doz. net; 
Perfect, No. 327, $5.5 50 


| POULTRY SUPPLIES. 


Incubators.—No. 40, $1.75 each xt 
Style E, No. 14, $11.50; No. 16, $19.2 
No. 17, $25.73; No. 1, $16.25; No 2 
$31.15; No. 3, $40.43; No. 4, $47; No 
5, $74.90 

Brooders.—Oil burners, No. 274A, 
200 chicken capacity, $12.25 each net; 
No. 28A, 350 chicken capacity, $14; 
No. 80, 350 chicken capacity, $13.20; 
No. 81, 500 chicken capacity, $15.05; 
No. 101, 500 chicken capacity, $18.50; 
No. 102, 1000 chicken capacity, $22.05. 


Future Orders Are Encouraging 
Improved Demand Is Expected 


Coal burners, No. 117, 350 chicken 
capacity, $11.55; No. 118, 500 chicken 
capacity, $15.05; No. 119, 1000 chicken 
capacity, $18.55. Electric burners, No. 
90, 50 chicken capacity, $10.15; No. 
91, 100 chicken capacity, $13.83; No. 
92’ 200 chicken capacity, a No. 


93, 300 chicken capacity, $20.6 


ger 


Poultry Netting.—From sock. hex- 


agon, galvanized after weaving, 
and 10 per cent discount. 


50 
Direct mill 


shipments, galvanized after weaving, 


50 and 60 per cent discount. 


Staples.—In car lots, $4.10 per cwt., 
f.o.b. mill, Pittsburgh; in lots of less 


than cars, $4 


Troughs, etc. — Feeding troughs, 
$1.20 to $4 a doz. net; feeders and 


fountains, 60c. 


to $3.67; drinking 


fountains, 1% qt., $6.50; 3-qt., $11.75; 
dry mash hoppers, 30c. to 6.67 each 
net; fountains, $2.80 to $40 a doz. net; 
mash feeders, $80; oat sprouters, $3.65 


each net. 


Egg Crates.—New model, metal, 


capacity 1% doz., 84c. each net; 
doz., $1; 3 doz., 
6 doz., $1.67. 


9 


$1.17; 4 doz., $1.34; 


Accessories.—Replace sections of 6, 
9c. each net; address cards, 2c. each. 
Waterglass.—In pint containers, 
$1.25 a doz. net; in quart containers, 


$1.85; in gallon containers, $6.50. 


Miscellaneous.—Hens_ nests, wire, 
No. 10, $1.58 a doz. net; No. 15, $2. 


Egg testers, $2 a doz. net. Nest 


eggs, $2.35 a gross net; lice resisting 


nest eggs, $4.33. 
eters, No. 5776, $5.40 a doz. net. 


PRESERVING ACCESSORIES. 


oe thermom- 


Kettles.—Universal, No. 172%, 67c. 


each net; No. 
$1.93. 


1712, $1.69; No. 1714, 


Jar Rings.—Good Luck, 70c. per 


gross net; in case lots, 12 gross, 65c. 


PRESSES. 








Fruit.—Four quart, $3.50 each net; 

6-qt., $4.25; 12-at., 
SAWS (WOOD). 

Saws.—Wood, Disston line, one 

—. Champion tooth, No. 2, fine, 3 
$2.35 each net, 3% ft., $2. 75, 4 ft., 

sys 4% ft., $3.55; Ideal, 3 ft., $1.28; 
3% 4 $1. 50; Four Cutter, No. Di10 
314 ft., $3.80; Docking, No. 196, 2 ft.. 
$22. 50 per doz.; ; 2% ft., $30. Two- man 
crosscut, narrow, No. 286, 4% ft., 
$1.95 each, 5 ft., $2.20; 5% ft., $2.40; 
6 ft., $2.60. Beaver, hollow back, 
No. 494, 5 ft., $5.40: 5% ft., $6. 

Saws.—W ood, oo“ line, Cres- 
cent ground, No. 13, 33, 324 and 
325, 5 ft., $5.40, 5% ft., $6; 6 ft., $7. 

Saws.—Wood, Atkins ‘line, one man, 
No. 390, 3 ft., $2. 38 gg net, 3% 
$2.78; 4 ft., $3.16; No. 392, atte 


$2.18, 5% ft., $2.39; No. 8, 5 * $5.40; 

5% ft. 
Saw Bucks. —Rigid, $4.50 a doz. net; 
folding, $4.60; folding, extra heavy, 
$5. 

SKATES. 


Roller Skates.—Winchester, boy's, 


$1.40 a pair net; girl’s, $1.45. Union 
line, No. 2, 70c.; No. 3, 75c.; No. 5, 


$1.40; No $1.45; No. 10, $1. 10. Chi- 
cago line, oN 181, boy’s, $2.65; No 
181, girl’s, $2.75. Barney & Berry, 
boy’s and girl’s, $1.25. Juvenile, $1.40. 

Straps. — Skate, with common 
buckles, % x 20 in., black and rus- 
oat, $1.70 per doz. pair net; % x 30 

$2.40. Patent leather, 5% x 20 in., 

blivek and russet, $2.38; % x 30 in. 
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THERMOMETERS. 


Thermometers. — Outdoor, plate 
glass to read less than 50 deg., 8 in., 
$8 per doz., net; 10 in., $10. White 
enamel on steel, three _— test, 
complete with bracket, $7.20. Sterm 
glass and thermometer, 8 in., $7.20. 

Tin, 7 in., $1.20; 8 in., $1.35, $2 and 
313, 20; 10 in., $14.40. Wood framed 
barometers, $6. 65 each net. Taylor 
Stormguide, Jr., 4 in. in diameter, - 

Indoor. — Standard ~~ 
$7.20 per doz. net; $3.90; bath. 
$10.80; dairy, 8 : "eH .80; ‘candy. 
$14.40; oven, $40.40; fat fry, $1.20 ea. 
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ATLANTA 


ATLANTA, GA., Aug. 12.—Atlanta hardware jobbers report a slight 
improvement in business during the past two weeks. 


(Atlanta office of HARDWARE AGE) 


Future orders 


are being placed for early fall delivery and indicate a more optimis- 


tic feeling toward the coming fall business. 


Both future and cur- 


rent orders are rather small however, and retailers continue to buy 


conservatively. 


Crop conditions throughout most of the territory covered by At- 


lanta jobbers are much better, due to recent rains. 


The drought 


has hurt crops to a great extent, but if present conditions continue, 
farmers will still make bumper crops and prospects for a good fall 
business seem much brighter now than a few weeks ago. 

Collections at this time are reported as being only fair. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
GA. 


RETAILERS, F.O.B. 
AUGER BITS 


Irwin Solid Center, No. 62T, 3/16 


$3. 56; 9/16 in., 
11/16 and 12/16 a $4.99; 13/16 and 
14/16 in., $5.70; 15/16 and 16/16 in., 
$6.41; 17/16 and 18/16 in., $7.48. 


BALE TIES 
9% ft., 16 gage, 90c. a bundle; 9 
.. gage, $1.02 a bundle; 9% ft., 
15% gage, $1.18 a bundle; 9% ft., 
1414 gage, $1.43 a bundle. 


BLOW TORCHES 
Clayton & Lambert, No. 158, $3.90 
each; Clayton & Lambert, No. 32, 
$6.30 each. 


BOLTS AND NUTS 
Cut thread carriage and machine 
bolts, 60 off; lag screws, 60 off; stove 
bolts, 75 off. : 


CLOCKS (ALARM) 

Big and Baby Ben, De Luxe, in 
colors, $2.64 each; Big and Baby Ben, 
plain, $2.29 each; Big and Baby Ben, 
De Luxe, luminous, $3.52 each; Big 
and Baby Ben, De Luxe, plain dial, 
$2.64 each. 

Monitor, 70c. each. 

America, $1.05 each. 

Pocket Ben Watches, $1.05 each. 

Dox Watches, 85c. each. 


COTTON HOOKS 
No. 279, 8 in., $3.50 per doz.; No. 


277, 6 in., $2.00 per doz. 
ELECTRIC FANS 

BO-tm, DOCTRINE sinccccccccs . $15.00 

12-in. oscillating ..... cn eeneee - 30.00 

BOWEN, ORD IIOUINE. os cicctinesececc 35.00 

52-in. ceiling, 3 speed.......... 50.00 


(All above less 30 per cent.) 


FISHING TACKLE 
No. 1 to 12 Kirby fish hooks, $1.20 
per thousand; No. 1 to 12 Carlisle 
fish hooks, $1.50 per thousand. 
BB Split shot sinkers, 30c. per doz. 
boxes; 7B Split shot sinkers, 40c. per 
doz. boxes; 5B Split shot sinkers, 


60c. per doz. boxes. 

Steel True Temper fishing rods, 
No. BEG, 3 ft., $3.67 each; 3% ft., 
$3,67 each; 4 ft 4.44 each Steel 
Oxford Temper a rods, No. 0 
BEG, 3 ft., $2.57 ea 


Fishing reels, No. 1806, $24.00 doz.; 
No. 2800, $9.00 doz. 

White twisted cotton fish line, 20 
ft. hanks, No. 1, $1.50 gro.; No. 4, 
$2.25 gro.; No. 10, $3.75 gro. 

Eureka fish line, 15 ft. hanks, No. 
1, $1.50 gro.; No. 3, $2.00 gro. 

Seine twine, No. 9, 2 oz. balls, 65c. 
per Ib.; Nos. 18, 21, 24, 36, 4 oz., 60c. 
per Ib. 
Trot line, No. 1, 1 Ib. balls, 50c. Ib.; 
moe. .i, 2; 3, 4 10-Ib. tubes, 42c. per 
Ib. 


FREEZERS 
Each 
1 at. Frost Eing........ccccss $3.30 
2G, OWU BERND 0:60:00 v0.00 3.85 


ATLANTA, 








3 qt. Frost King 
4 qt. Frost King. 
6 qt. Frost King... 
8 qt. Frost King.... 
10 qt. Frost King 
12 qt. Frost King 
16 qt. Frost King 
(Less discount—40 per cent.) 
1 qt. White Mountain......... $4.85 
2 qt. White Mountain......... 5.65 
3 qt. White Mountain......... 6.75 
4 qt. White Mountain......... 8.25 
6 qt. White Mountain......... 10.45 
8 qt. White Mountain......... 13.50 
10 qt. White Mountain......... 18.00 
12 qt. White Mountain......... 21.55 
(Less discount—50 per cent.) 
L ot CS eta otiasd pia eaineee $4.00 
Bee, Es oaks eonws'sictes.e 4.60 
-  errre 5.55 
> OEE = UE a iia's a o's cso s Ca bree 6.80 
| er ay NE ee 8.60 
ee eer ee 11.10 
Sf SS err ree re 14.80 
a ee err rr ere 16.65 
(Less discount—50 per cent.) 
GALVANIZED WARE 
8 qt. pails, $1.90 per doz.; 10 qt. 
pails, $2.00 per doz.; 12 qt. pails, 
= per doz.; 14 qt. pails, $2.65 per 
OZ. 
No. A Tubs, $3.80 per doz.; No. O 
Tubs, $4.70 per doz.; No. i Tubs, 


$5.60 per doz.; No. 2 Tubs, $6.50 per 
per doz.; No. 3 Tubs, $7.60 per doz. 
Heavy well buckets, $6.00 per doz.; 
light well bickets, $4.50 per doz. 
% bushel baskets with bail, $6.00 
per doz. 
5 gal. garbage cans, $7.35 per doz.; 
10 gal. garbage cans, $9.25 per doz.; 
20 gal. garbage cans, $15.00 per doz. 


LAWN GOODS 


Garden Hose.—' in., 6 ply, 50 ft. 
sections, Good Luck with connec- 
tions, 10c. ft.; % in., ply, 25 ft. 
sections, Good Luck with connec- 
tions, flay 7 ¥e.3 in., 6 ply, 50 ft. 
sections, Leader with connections, 
8c. ft.; % in., 6 ply, 25 ft. sections, 
Leader with connections, 8%c. ft. 
Nelson’s Hose Menders, 35c. doz. 

Hose Coupling.—™% in., % in., % 
in. common, $1.25 doz.; Nelson P. C. 
hose couplings, ™% in., 5% in., and % 
in., $2.00 doz. 

Pasay Washers.—1 lb. cartons, 50c. 

Lawn Fence.—Diamond lawn fence, 
1-in.-58-in., $1.65 per rod. 

Per 100 Ft 

Double loop lawn fence, 
high 
Double 
high 
Double 
ES Renee Cie ere e 

Lawn Gates.— Each 
3% ft. x 36 in. walk gates..... $4.50 
314 ft. x 42 in. walk gates..... 4.75 
10 ft. x 36 in. single drive gates 9.00 
10 ft. x 42 in. single drive gates 9.50 

Hose Clamps.—'™% in. galvanized 
hose clamps, 35c. doz.; 5% in. galvan- 
ized hose clamps, 40c. doz. 

Lawn Mowers.—No. 200, 14 in., 4 
blade ball bearing Stearns, $6.50 each; 





Business Has Slightly Improved 
Recent Rains Were Helpful Factor 


No. 200, 16 in., 4 blade ball bearing 
Stearns, $6.75 each; No. 200, 18 in., 
4 blade ball bearing Stearns, $7.00 
each; No. 35, 16 in., 5 blade roller 
bearing Stearns, $12.00 each; No. 35, 
18 in., 5 blade roller bearing Stearns, 
$12.50 each; No. 35, 20 in., 5 blade 
roller bearing Stearns, $13. 00 each. 
Doo-Klip Products.—Doo-Klip grass 
shears, $10.80 per doz.; Doo-Klip long 
handled grass shears, $18.00 per doz.; 
Doo-Klip pruners, $10.80 per doz. 
Goodwin No. 10 ball bearing grass. 


shears, $13.80 per doz. net; Goodwin 
No. 20 Jr. grass shears, $10.00 per 
doz. net. 
LOCKS 
Per Doz. 
No. 100 porcelain or mineral 

reer .60 
No. H-1899 metal rim knob 

PUUIINEINE so cancc.ccccncuénesdas 3.00 
No. 1899 metal rim knob up- 

SO REE ee ee ie 3.60 
No. 83867 —7 4 inside lock sets. 6.00 
No. 8665 stone door sets....... 10.00 

ROOFING 

Per Roll 
2 ply smooth surface.......... $0.93 
3 ply smooth surface.......... 1.10 
SIMS GUTIACS oc cc ciccscecceses 1.51 
Sheathing paper, 20 Ib...... ine .60 
Sheathing paper, 40 Ib......... 1.10 

Per Gal 
Asphalt roof coating........... -60 

Per Lb 

1 Ib. cans of plastic cement... 12 
5 Ib. cans of plastic cement... .10 
10 Ib. cans of plastic cement... .09 

Valley Tin 
Per Roll 
14: in. plain, 100 ft: rols............ $4.75 
20 in. plain, 100 ft. rolis....... 6.50 
14 in. galvanized, 100 ft. rolls.. 6.00 
20 in. galvanized, 100 ft. rolls.. 7.50 
SCREEN WIRE 
Per Hd. 
- ee 
Black screen wire cloth........ 1.70 
Galvanized screen wire cloth... 2.15 
Bronze screen wire cloth...... 6.75 
SCREW DRIVERS 

Bridgeport No. 42, assortment 
(Little Wonder), 85c.; Bridgeport No. 
70, 3 in., 2.00 per doz.; Bridgeport 
No. 70, 5 in., $2.50 per doz.; Bridge- 
port No. 70, 8 in., $4.00 per doz.; 
Bridgeport No. 80, 4 in., $1.35 per 


doz.; Bridgeport No. 80, 6 in., $1.80 
per doz.; Bridgeport No. 80, 10 in., 
$3.10 per doz. 

SKATES (ROLLER) 

Chicago roller skate line, No. 181, 
$2.65; No. 183, $2.75; No. 185, $2.75; 
No. 101, $1.35; No. 103 and 105, $1.40. 

“ag 5, Union roller skates, $1.75; 
No. $1.75; No. 4, $1.65; No. 130, 
$2. 0: "No. 130 L, $2.15. 

Skate keys, 30c. per doz.; extra 
wheels, 10c. extra. 

Winchester—Boys’ No. 3831—Girls, 
No. 3832, $1.35; No. W1G, $1.40. 

STEP LADDERS 
Each 

BO oe co cde eda aeeocnce $1.20 
UE oud a achirag ae Owe a Rae © eis Osea a 1.50 
NPN nen oo ne ee ae aterha eras 1.80 
MAS Os Scaerd dave da jndsere striae ad ae een 2.40 
BURRS | Bix Ga ciete ciem » 6s. Saree eee. 3.50 

TWINE 

No. 18-B.B., % 1b. balls, 3 lb. pack- 
ages, 36c. lb.; 2 ply twine, % Ib. 
balls, 25c. Ib.; No. 12, 14 and 18 stag- 
ing twine, 2 oz. balls, 50c. Ib. 

WASH TUBS . 
Doz 
PRM Pre coc aPicd skoda siieaew.e wake $4.00 
UN os clings uk cloreeinven sineh. meer 5.20 
EE LR ey ewer mre 6.40 
aes aca aaa che etka ea Nee 7.20 
PORE NG cccre tute e Sabslocies areas ons 8.40 
WATER COOLERS 
Each 

OMENS. 6 aoe a o.0c0's Sieiacee nes 2.25 
BME 6566S VKEES Wee ee neeweRe 2.50 
ee ere ere rrr or 2.75 
a. SA re rere rere 3.50 
DOMME ccehes sce sveese te wonacen 4.25 
Be NS. ox ocakan<seda pad biekares 5.00 
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Some of the Don'ts of Selling 


OST articles on salesmanship are designed 
to tell the novice what to do in order 
to successfully make sales. As a matter 
of fact, it is just as important to know 
what not to do. As many sales are lost 
by doing the wrong things as by neglect- 

ing to do the proper things. 

In this article, therefore, I am going to sum up briefly 
a few of the most important Don’ts of selling. You have 
already been warned against saying “Something for you 
today ?”, and “Will that be all?”’, so I won’t repeat the 
admonition. 

1. Don’t say to a customer: “This is what you want.” 
It antagonizes him. He wants to at least imagine that 
he does his own thinking and deciding. Instead say: “If 
this is the type of article you are looking for, I feel sure 
that it will give you complete satisfaction.” 

2. Don’t delay a customer when he is really in a hurry 
to leave. Rather, help him to get his buying done quickly, 
and send him away with a feeling that you have enjoyed 
serving him. There is nothing but danger in holding a 
customer who is really in a hurry to get away. 

3. Don’t be too familiar. Many people resent anything 
that savors of undue familiarity. Sarcasm, familiarity 
and so-called wise cracks have lost many sales. 

4. Don’t grovel. There is nothing dishonorable in the 
selling of reputable merchandise. There is nothing to 
apologize for. If you do your work well, you are doing 
the customer a service. Look him frankly in the eye, 


and talk to him as man to man, using the courtesy which 
is his due. People quickly lose confidence in timid, apolo- 
getic salesmen. 

5. Don’t talk merely to be talking. Say something 
worth while, and say it with a conviction both of faith 
in yourself and in what you aré selling. 

6. Don’t make exaggerated claims. Keep away from 
superlatives. If you make claims so strong that the 
customer has reason to doubt them, he will begin to 
doubt even the most reasonable of sales arguments. 

7. Don’t bring up or discuss anything of a controver- 
sial nature. 

8. Don’t regard a sale as the “putting over” of some- 
thing on the customer. Instead, regard the customer as 
a friend whom you wish to serve. Put yourself in his 
place, and do as you would be done by. 

9. Don’t argue. It never pays. Change the conversa- 
tion diplomatically, and bring it around your way. You 
are hired to sell goods, not to show your abilitv as a 
debater. 

10. Finally—don’t loaf on the job. Customers like to 
trade with a salesman who seems busy and shows “pep.” 
Idle salesmen give the impression of poor business, and 
the customer instinctively thinks that there is some un- 
favorable reason why business is poor. 

If you will be pleasant and courteous, and keep these 
“don’ts” constantly in mind, you will be surprised at 
your progress in building and holding trade. 


—LLEW S. SOULE. 


Prima Donnas and a New Safety Razor Blade 


ERE is a new one. A manufacturer called on me 

and was discussing his organization. He said he 
was having difficulty with one of his good men because 
he was so thin-skinned. This man was so sensitive that 
he would fly off the handle at the slightest form of criti- 
cism. He could not even stand suggestions. If somebody 
else would suggest a better method of doing a certain 
thing, he would reply: “Well, if you think you can do it 
better than I can, then I will quit and you take the job.” 
All of us know this type. They give us gray hairs. But 
what struck me was this question from this manufac- 
turer, shot straight at me: “How do you handle the 
‘prima donnas’ in your organization?’ That’s great! 
I mean the words “prima donnas.” How many “prima 
donnas” have you? I have had many a good laugh over 
that. We all have them. 

* * * 


A promoter showed me a new safety razor blade. He 


gave me a dozen to take home and try. I tried them. 
They were wonderful. The best blades I ever used. 
Then he called again and I asked: “Now, honestly, 
weren't these blades honed extra by hand just for my 
use?” After a little hesitation he replied: “Yes, we did 
give them a little extra honing.” “How much did that 
honing cost?” I inquired. “Two cents per blade,” was 
the answer. “‘You know,” I said, “those blades are so 
good that I believe a large part of the shaving public 
would pay two cents extra for that extra honing. Why 
not make all of your blades like this, finishing them by 
hand? Possibly you could get the cost down to one 
cent per blade, and very few men are going to quarrel 
over a quick, perfect shave at an extra cost of one cent 
per blade.” This promoter told me he would go back 
to his company and put the proposition up to them to 
finish their safety razor blades by hand just as they fin- 
ished the dozen test blades they worked off on me. 


—SAUNDERS NORVELL. 
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Give one of your boys a chance 
to make big MONE)... for you and for himself 


HE beginning of every 

man’s luck is when he 
becomes exceptional, when he 
develops some new ability. If 
you want to be lucky, you 
must find a way to stand out 
from the crowd. This is as 
true in the case of a store as 
it is with a man. 

The average hardware 
store has no regular builders’ 
hardware man—and does 
only 10% to 20% of its busi- 
ness on builders’ hardware— 
and that is just why it is 
only ‘“‘average’”’. 

Actually, builders’ hard- 
ware is your most powerful 
opening wedge for new busi- 
ness. When you sell a man 
hinges, butts, locks and other 
builders’ hardware items, you start a steady stream of 
sales which eventually includes practically every item 
of hardware or house furriishings in your store—from 
paint to nails, from grass seed to lawn mowers. 

Good builders’ hardware is the best seed for future 
business any wide awake merchant can sow. If you 
want to double your business, the quickest way to do it 
is to double your. builders’ hardware sales—and the 
only sure way to double your builders’ hardware sales 
is to have a regular builders’ hardware man on the job. 

If you don’t want to read blue prints and figure con- 
tracts yourself, give some ambitious chap in your store 
this chance of making big money—for you and for 
himself. Pick out an energetic young fellow who has 
good selling ability and point out his opportunity to 
him. Then invite your Corbin salesman to spend 
some time with him. He will be glad to help you—glad 
to teach your man the ropes. 
He will show your man how 
to read blue prints and 


figurejobs. Hewillteachhim yew york 





P. & F. CORBIN “38 NEW BRITAIN, CONN,., U. S. A. 


The American Hardware Corporation, Successor 


CHICAGO 


how to keep his eyes open for 
new construction and real 
estate transfers. He will show 
him the best way to win the 
friendship of local architects, 
contractors, carpenters and 
builders—how to get tips on 
new work before, not after, 
the foundations are started. 

If you do a good job in 
picking your man, Corbin 
will train him to do the rest, 
and you will be more than 
delighted at the way your 
business and your. profits 
jump. We say this’ because 
we know. We have helped 
hundreds of other merchants 
to double, even treble, their 
business. 

Sit down now and write us 
a letter. Tell us your situation frankly, and we will 
bend every effort to help you double your sales. Our 
salesman will aid you. We will furnish you with tested 
and highly successful selling aids. Our salesman will 
show you and your new builders’ hardware man exactly 
how to organize your builders’ hardware department; 
how to keep down its overhead; how to increase its 
turnover; and, above all, how to secure the juiciest jobs 
in your locality. 

Make up your mind you are going to double your 
business. Let your competitors sit back and whine 
about bad times. You go out and fight for business and 
you'll get it. Remember, luck comes only to those who 
deserve it. Make no mistake about that. 

We’re ready to help you—if you’re game enough to 
try. We'll put behind your efforts the strongest, hardest 
hitting hardware organization in the world. But remem- 
ber this—even Corbin can’t 
help you, if you won’t help 
yourself. Do we get that 


PHILADELPHIA letter? 


Makers of the world’s most complete line of builders’ hardware 


© 1930 P. & F. Corbin 








GOOD BUILDINGS DESERVE. GOOD HARDWARE 
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Tes the hang 
of a Maydole that 
makes the differ- 
ence—instinetively 
the customer Knows 
by the balanee, feel, 
and heft that it’s the 
hammer that best fits 
his grip and swing. 


You’ll sell more hammers if you 
display and recommend May- 
doles. Your jobber can supply 
you with standard assortments 
or the styles and weights you 
need. 


May HAMM 1 ole 


ee 


The David Maydole Hammer Co.,Norwich. NY. 
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—=IN THE WEEK’S MAIL= 


More Letters from Readers 


Thank you Mr. Dallas 


INDIANAPOESS, IND.—Just finished read- 
ing your article on page 30, “Let’s Quit 
Riding Merry-Go-Rounds and Go Some- 
where,” in the July 17 issue of Harp- 
warE AGE, and I think you have cer- 
tainly expressed a “mouthful” gn the 
subject. 

M. W. Dattas, 

Advertising Manager, E. C. Atkins & Co. 





Enjoys Norvell and Soule 


Bartow, Fra.—Would like to say a 
few words here in praise of HARDWARE 
AcE: I have read it ever since I first 
became connected with the hardware 
business; this is sufficient to let you 
know that I have greatly enjoyed it, 
and have got many a good business prin- 
ciple and suggestion by gleaning its 
pages. Especially have I enjoyed the 
articles by Messrs. Norvell and Soule. 

Your publication, HARpwaRE AGE Cat- 
alog is, as one man expressed it, “a hard- 
ware encyclopedia. If an article can be 
classed as hardware, you'll find it listed 
there, with the manufacturer’s name and 
address.” 

Georce C. SMITH, JR. 





A Real Compliment 


ABILENE, KAan.—A Missouri member 
sent me your editorial “As the Retail 
Dealer Views It” with the comment 
“absolutely right.” I am running it in 
our August Bulletin. 

H. J. Honce, 


Secretary, Western Retail Implement and 
Hardware Association 





Consumers Buy at Wholesale 


Waco, Tex.—I have read with some 
interest an article appearing in Harp- 
warE AGE of June 12, entitled “I Can 
Get It For You Wholesale.” This is 
very interesting, and something those of 
us in thisypart of the country know very 
little about; especially does that apply 
to the writer. 

It has brought to my mind something 
which seems to me infinitely more im- 
portant to retail dealers in various lines 
of merchandise than a company organ- 
ized for the buying of goods for their 
customers at wholesale. For illustration 
take a town of fifty or sixty thousand 
people—and this would be more pro- 
nounced in larger cities—take a whole- 
sale drug company, for instance, which 
employs a hundred people. They are 
interested in their employees and feel they 
are doing them a favor by allowing them 
to buy their personal needs from the 
wholesale hardware store, wholesale 
electrical store, etc., therefore giving 
them an order and charging the goods 


out to them at their cost. In this way 
their employees can go to the hardware 
jobber, electrical jobber, plumbing job- 
ber, and others, and procure their re- 
quirements at exactly wholesale price, 
or the same price that a good substan- 
tial dealer would pay. In turn the hard- 
ware jobber takes the same position 
with reference to his employees, the dry 
goods jobber the same, etc. By the time 
this gets around you can see several 
hundred familiés are procuring their re- 
quirements in a large degree at whole- 
sale price. 

Still another thing very damaging to 
the dealer occurs frequently, and the 
dealer himself is the offending party. 
Illustration: A retail hardware dealer 
who does not handle plumbing supplies 
has a customer who buys considerable 
farm implements and hardware. This 
customer states to the hardware dealer 
“T need a bath tub, lavatory and sink for 
my bathroom and kitchen.” The hard- 
ware dealer, anxious to accommodate his 
customer, and at the same time tie him 
closer to his firm, agrees to buy these 
plumbing goods for him and allow the 
customer to pay him the actual cost, thus 
depriving the legitimate plumber of a 
fair profit on these goods. On the other 
hand, the plumber might do the same 
thing for one of his customers, buying 
a stove from one of the hardware job- 
bers and selling it to his customer at 
cost. 

This chain of circumstances it seems to 
me is leading to the downfall of a great 
many retail dealers, and if allowed to 
continue to grow would be more of a 
factor in the elimination of the dealer 
perhaps than the catalog house and chain 
store. 

J. W. Taszor, 
The McLendon Hardware Co. 





About Chain Stores 


New York City.—I have followed 
with a great deal of interest the many 
articles appearing in HARDWARE AGE re- 
lating to “Chain Store Competition,” 
written by some of our foremost authori- 
ties on business. While it is true that 
the chain store has done the retailer con- 
siderable harm, all the retailers, however, 
should not be put into the same class, or 
receive the same sympathetic considera- 
tion. 

If you find your fellowman advancing 
and you retarding, make a check up on 
yourself. Don’t blame the other man 
for his progressiveness. It is only be- 
cause you are going backwards that the 
gap between you and your competitor 
seems so great. 

The first consideration when checking 
up your business is your windows. Are 
they displaying the merchandise you want 
to sell? Is the window glass clean? 
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Are the lights in the windows simply 
lit, or are they doing genuine justice in 
displaying your merchandise? Is your 
store front painted attractively and clean, 
or is it dirty? 

The next consideration is to check up 
on your prices. Many times when a 
customer buys an article, he pays twice 
as much as he should, because the clerk 
who served him failed to consult a price 
book and thought he was getting away 
with a sale. This may work out once in 
a while, but its effect is bad and certain- 
ly detrimental. Besides “you can’t fool 
all of the people all of the time.” 

By going over a chain store catalog 
once in a while and comparing prices, it 
will do you a whole lot of good. Look- 
ing over the store of your neighbor who 
is getting your business, and comparing 
his prices with those of your own, will 
prove beneficial. When cases arise and 
your competitor’s price compels you to 
lower your own—never go below him. 
Simply mark your goods down to his 
prices and if possible keep a better grade 
of merchandise, pushing it as often as 
you can. Always remember that when 
the same article is marked in your com- 
petitor’s store for, say, $3.50, when you 
are asking $4 you are losing a sale and a 
customer. 

But to come back to chain store com- 
petition. Are they the worst competitors 
that we have to contend with? Absolute- 


ly no! The price-cutting jobber and re- 
tailer are the ones who destroy the 
foundation of industry and prevent its 
growth. 

When a legitimate jobber is shown by 
his customer (the retailer) that a cer- 
tain article is being sold at $3.00 when 
it should sell for $3.25, what is he going 
to do? No one wants to lose a cus- 
tomer, so naturally he has to reduce his 
price to the $3.00 level, even though it 
leaves him without profit. 

The price-cutting jobber, I believe, is 
a menace to society and industry. He is 
not only selling the price-cutting retailer, 
but he is price cutting to the consumer 
or to anyone who shows him the dollar. 
And just as long as the manufacturers 
cater to this class of merchant, just so 
long will conditions in the industry be 
anything but healthy. 

CHARLES COURTENAY, 
President, American Master Locksmiths Assoc. 


From an Old Friend 


Cuicaco, Itt.—I just want to tell you 
that I have been taking your paper for 
26 years and have been reading it a 
great deal longer. I can’t get along with- 
out it. I have just completed my 60th 
year in the hardware business and think 
I’ll last a few years longer. What 
changes I have seen in those years! 

ARTHUR WATTS, 


Chicago Manager, 
Arcade Mfg. Co. 








How Picketts Get the Sporting Goods Business 


(Continued from page 35) 


three members are on the high 
school varsity. So we have had 
practically five years of boosting 
through those young boys in the 
high schools of our town. And it 
is very seldom that anything comes 
up in the way of sports equipment, 
even in the grade schools or the 
high schools, that we don’t hear of 
through our young friends who al- 
ways hear about it first. 

As I said, three members of the 
original Pickett team are now mem- 
bers of the high school varsity, and 
that red-headed boy who captained 
the first uniformed team in War- 
ren is captain of the Warren high 
school team. 

We also took on tennis. Of 
course in our town we have the 
New Process Company—the largest 
company of its kind in the world. 


At times they have as many as 600 
workmen. We interested the adver- 
tising man over there and gave 
them a trophy for doubles, to be 
kept by the pair who won it three 
years. That cup is still being played 
for, and they are playing every 
year a complete tournament. That 
tournament has not only inspired the 
workers of the New Process Com- 
pany but it has also made tennis 
popular in our town. We are now 
having a great demand for raquets 
and our supply of tennis balls is 
always more or less depleted. 

So those are two lines of sports 
equipment that we formerly did 
very little with that have now be- 
come quite a factor in our business, 
just through working with the 
youngsters of the town. 





Just imagine the differ- 
ence in number of tack 
sales and profit per sale 
when your tacks stand 
on a counter or table in 
this attractive, colorful 
display box. And Baka- 
tax are rust resisting, san- 
itary, attractively blued, 
Your request, with job- 
ber’s name, will bring 


samples of Bakatax. 
Geo. Baker & Sons, Inc., 
Brockton, Mass. 














Speed Up 
the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don’t wait for the 
jobber’s salesman. 


You may forget. 
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Stops on the handles 
prevent pinching of 
the hand 


Short, powerful jaws 
so designed that 
wires may be_ cut 
close to other objects. 


Oo 


Tapered shearing 
edges draw wire be- 
ing cut in rather 
than forcing it out. 








Wire imbedded in a flat surface 
is a hard thing to cut unless you 
have just the right tool. 


Crescent’s New Wire Cutting 
Plier No. 264 does this job 
easily and quickly. It is de- 
signed for those odd, but often 
encountered tasks that the 
ordinary types of pliers won't 
handle. An ideal tool for cut- 
ting wire box strapping, con- 
crete reinforcing wires, baling 
wire, etc. 


The powerful cutters of No. 
264 operate on the shear prin- 
ciple. Their location, in rela- 
tion to the rivet, makes possible 
a ten to one leverage providing 
unusual cutting ease. The wide 
flat joint, secured with an extra 
heavy rivet insures clean shear- 
ing and wobble-free operation. 


No. 264 is made only in the 514 
inch size, finished in black and 
fully guaranteed. Retail 35c. 
each. Order from your jobber. 


CRESCENT TOOL COMPANY 
Jamestown, N. Y. 


| 
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The Shift to the Suburbs 


(Continued from page 51) 


in the most desirable age groups begins five miles from 


| 
| 
| 
| 





the downtown shopping center and extends outward for 
fourteen miles. No wonder that branches of the old 
established stores are springing up along with stores that 
have moved from the city’s center and with the new 
stores of inspired hopefuls. They are nearer the people 

rents are lower parking is adequate 

there’s no traffic congestion between them ana 
the homes of their customers. In the suburbs it is eco 
nomically possible to provide the room and the luxury 
which consumers demand in shoe stores. 

The migration of footwear outlets to the outlands is 
creating a new condition for wholesalers and manufac- 
turers who sell direct. For one thing, it is taking more 
stores to do the same volume of business and these stores 
are becoming more and more scattered. It means more 
travel, more calls and more time on the road for sales- 
men. All this costs money and in the shoe field we do 
not yet see the compensating economy which has sprung 
up in some other lines. 


Grocery Field an Example 


Take the grocery field for instance. The proprietary 
chains and the consolidation of independents into volun- 
tary chains have reduced the number of salesmen re- 
quired to cover the grocery trade by 17,500 with result- 
ing savings which have chopped not less than $100,- 
000,000 per year from the nation’s food bill. Voluntary 
chains represent, in 375 executive headquarters, 55,000 
individual stores whose proprietors surrendered much 
of their individuality to secure the advantages of massed 
buying. Right here, the necessity for 54,625 calls in the 
first instance was eliminated. If larger figures are more 
impressive, take the old average ofa call every ten days 
and you have an annual saving of 1,966,500 calls! 

Carry on with the illustration to the inclusion of the 
proprietary chains and you see 800 offices buying for 
69,800 stores. Under this group buying, one call by one 
salesman may cover as many as a thousand stores. 

So. far, it has not seemed practical for shoe retailers 
to follow the example of the grocers on an extensive 
scale and adopt the plan of group buying. Neither have 
proprietary chains—except the stores of manufacturers 
—been especially successful. During the three years 
under consideration, all other chains have shown numer- 
ical increases. Shoe store chains have shown constant 
decreases. In the downtown districts of these cities of 
100,000 population and over, shoe chains decreased al- 
most 40 per cent. In suburban areas, the decrease was 
only 9 per cent but comparison of these two losses shows 
that the advantage of suburban over urban locations is 
400 per cent for the particular classification. 

Whether the shoe trade, operating as it does under 
the peculiar impositions of that time honored trio 























HARDWARE AGE for AUGUST 14, 1930 





style, comfort and service can ever operate 
successfully in a mass movement. such as now charac- 
terizes grocery and drug retailing is a moot question. If 
the 65,000 retailers of footwear in this country could con- 
centrate their buying in 750 or 800 offices, it is entirely 
possible that $100,000,000 could be lopped off the ex- 
pense sheet of doing the nation’s footwear business. The 
start has been made in several places under varying con- 
ditions, but so far the movement has gained no special 
momentum and, at the moment, gives no promise of gain- 
ing any of economic consequence. 

The most significant development of the three years 
just past is the proof of the soundness of the policy of 
gradually shifting the scenes of shoe retailing from the 
cities’ centers to the cities’ suburbs. I believe it entirely 
reasonable to predict that, within twenty-five years, a 
downtown shoe store in any of our great cities will be 
a rarity. The few that remain will be highly specialized 
shops only, if the present course is continued. Only the 
injection of some entirely new social or economic ele- 
ment in our scheme of things can make the result any 
different. 


Greenfield Reamers and Screw Plates 


Four types of reamers and Pericles screw plates have been recently 
added to the line of automotive repair and maintenance work tools 
made by The Greenfield Tap & Die Corp., Greenfield, Mass. No. 1100 
adjustable blade reamer of the Critchley type has unusually heavy 
blades, and is capable of a wide range of adjustment. Float rings hav- 
ing angular seats and of flexible quality are used between blades and 
adjusting nuts, permitting tightening of each blade separately. The 
No. 3438 spiral expansion reamer with pilot bushing, produces first 
class holds in perfect alignment. The spiral flutes shear smooth clean 





REAMERS 
SHOWN 
IN 
ORDER 
NAMED 
IN 
DESCRIPTION 





holes and the pilot bushing fills the holes, insuring the original align- 
ment. Reamer is obtainable with adjustable pilot for use in aircraft 
work. It has four blades sliding on taper seats expanding uniformly by 
nuts at each end of bushing. Spiral expansion piston pin reamer No. 
3439 provides an economical means for servicing pistons and many other 
jobs. A long pilot with “end cut” enables it to get started through 
bushings that have been damaged while being inserted. Pilot and shank 
support reamer during entire time blades are cutting insuring perfect 
alignment. High speed steel quick spiral taper pin reamer No. 3599 is 
designed for reaming taper pin holes by power and is very fast and 
economical. It can be run at drill speeds in portable electric drills 
and other electric tools. Pericles screw plates employ the Little Giant 
die recognized for years as the most accurate, simplest and most satis- 
factory die on the market. By simplifying the method of holding the 
cutting dies by use of a newly developed adjustable guide stock screw 
olate is obtainable at a very reasonable price 














A wide range ot use is 


found for this popular 
GRIFFIN Fleur de Lis 
Hinge that combines 
beauty of design with 
precision in every 


manufacturing detail. 


RIFFIN 


ERIE, PENNSYLVANIA 
vanch Offices. 


NEW YORK - - - 45 Warren St. 
CHICAGO - - 555 W. Randolph St. 
BOSTON - 76 Batterymarch 





SAN FRANCISCO - 703 Market St. 
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Paralogism 


Perhaps we can be accused of 
a lot of things—but not para- 
logism. We believe false rea- 
soning has no place in adver- 
tising and selling. 


Damascus Tools and Cutlery 
are of good quality—in fact, 
excellent quality—but we are 
not going to tell you that they 
are the best in the world—they 
aren’t. Undoubtedly there are 
a few other brands just as good 
as “Damascus.” 
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Our point is—you might do as 
well with some other brand, 
but with “Damascus” you know 
positively that you are taking 
no chances on quality, on turn- 
over, on profits. 


BASC 


Tools and Cutlery 


Write for latest catalog—and when a 
‘Dasco” salesman calls, be sure to see 
the line. 


DAMASCUS STEEL PRODUCTS 


CORP. 
Makers of High Grade Tools and Cutlery 


ROCKFORD, ILLINOIS, U. S. A. 
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Branch Offices and Warehouses 
94 S. Broadway, Denver, Colorade 
328 Holladay Avenue, Portland, Oregon 
478 Tremont Street, Boston, Massachusetts 
149 Church Street, New York City 
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Neff’s Business Control 


(Continued from page 54) 


to reduce expenses, which will enable the store to show 
the net profit of 5 per cent, or more, at the end of the 
year, whereas, under ordinary circumstances, the mer- 
chant would not be confronted with the facts until the 
end of the year, when the 5 per cent profit might be 
already dissipated and a loss sustained in addition. It 
may appear unreasonable to think that business control 
would enable the merchant to chart the course of his 
business on the first of the year with any degree of 
accuracy. However, business control makes this pos- 
sible and informs the merchant whether he can expect 
to have a profit at the end of the coming year or not. 

The form shown in an accompanying illustration was 
devised by Mr. Neff for business control purposes. It 
is self-explanatory. However, there are two omissions 
in the form, and these two entries have been made at 
the upper right-hand corner and relate to cash sales for 
the month and accounts payable. The figures are actual 
figures for one of the Vance stores for the month of 
May this year. Each store keeps a similar record and, 
in afdition, forwards to Mr. Neff a daily report. The 
blank form for the latter-is also reproduced. The in- 
formation provided by the reports furnishes an effec- 
tive guide for future activity and enables Mr. Neff to 
institute remedial measures when the figures show that 
trouble has been encountered. 

Next to business control, Mr. Neff considers stock 
control most vital to efficient operation, although he 
does not recommend that the entire stock be controlled. 
In his opinion it becomes very burdensome when used 
on all merchandise. Instead, he feels that it is a better 
policy to use stock control only on major lines and on 
reserve stocks. Paints, screen wire, poultry wire, stoves, 
ranges, steel goods and tools are among the most im- 
portant lines in which stock Control has proved espe- 
cially helpful. In Mr. Neff’s estimation, many dealers 
attempted to put too many lines under stock control, 
with the result that the work entailed became very bur- 
densome, and they became discouraged with it. While 
advocating stock control for major lines and surplus 
stocks only, he also expressed the belief that the larger 
the store the more it is needed. 

The control of receivables follows stock control in 
importance according to this merchant and his method 
for reducing outstanding account while increasing cash 
sales was fully described in the July 10th issue of 
Harpware Ace. Another factor conducive to greater 
efficiency in the operation of the organization is a per- 
manent inventory system, which provides complete data 
concerning the stock on hand. In the hardware depart- 
ment this inventory is divided into sixteen major divi- 
sions or classifications of merchandise. It is noteworthy 
that this permanent inventory enables the firm to qualify 
for a fluctuating insurance policy, which provides full 
coverage at a substantial saving. 
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Union Speedy Weed Kutter 


A weed cutler that can be adjusted to the user's 
height is made by The Union Fork & Hoe Co., Colum- 
It is the Union Speedy Weed Kutter which 
is most effective for clearing weeds from paths, steep 
banks, sides and bottoms of ditches, bridle paths and 
End of blade and two long 
edges are sharpened, enabling turning over of tool for 
use like a hoe in cutting weeds in crowded places. 
Weeds will not choke or pile up against cutter as there 
is no bracket connecting both ends of blade to handle 
Adjustment of blade is accomplished by bending it in 
Cost to dealer is $11.48 per dozen 
retail selling price is $1.40 or $1.50 each. Sample free 


bus, Ohio. 


railroad rights of way. 


a vise. 


to dealers upon request. 















Suggested 





Everhot Waf-fil Baker 








Baker 
by The Swartzbaugh Mfg. Co., | 
Toledo, Ohio, for electrically bak- 


Waf-fil W-4 


ing waffles, eclairs, tarts, sand- 
wiches and patties for chicken-a- 
la-king. The Everhot Waf-fil Baker 
is compact and of fine design, rest- 
ing on a brightly nickeled tray. 
Part of iron itself and cover are 
conveniently raised, through a well 
designed and large molded Durez 
composition handle. Handles are 
made of black support piece and a 
green and white mottled knob 
Suggested retail selling price is 
$15. Discount to dealer is 40% 





Sylvania Produces SY-484 


A special Sparton tube SY-484 is being made by 
Sylvania Products Co. for use in the new Sparton 
radio receiver only. It employs an indirectly heated 
cathode, iequiring three volts for operation. It is 
similar in characteristics to the Cardon 484 tube. 
SY-224 and 227 have also been added to the line. 
They are quick heating, humless and have long 
Looped filament and new shaped mica sup- 


life 


port makes these tubes non-microphonic. 
terial for the insulator permits tube to be operated 
for long periods notwithstanding excessive voltage. 








Ma- 


Hoover 


Model 575 


Model 575 Hoover cleaner has a ball bearing motor, main casing of 
satin finished aluminum with motor casing finished in black enamel 
It is a companion number to the recently announced model 725 and 


replaces model 543. 


It resembles the discontinued model and has 


handle of tube steel with curved grip and trigger switch and cloth bag 
of 2 ply Ronca weave. The pulp felt Hygienesac is optional equipment 
Suggested retail selling price is $63.50 and $12.50 for dusting tools 
The Hoover Company, North Canton, Ohio, makes this machine 








is offered | 








so Snugly 


as ALLITH 
Accordion 




















Country-wide patronage of experi- 
enced architects, contractors, clubs 
and hotel owners have put Allith 
door hard- 


ware. These men know the require- 


first among accordion 
ments of real good accordion door 
fittings 
must match, in quick, quiet action, 


know that doors like these 


the speedy, silent service that char- 
acterizes the country’s finest hotels. 
Must equal in quality and appear- 
ance the appointments in the coun- 
try’s finest clubs. Must be as unob- 
trusive as the head waiter, but, in 
efficiency, on a par with the man- 


ager. 
To meet these demands it is im- 
perative that we build the best. No 


other quality would be good enough 
to bear the name of Allith. 


Built 
number of partition doors. 


successfully any 
As the 


yequirements for each installation 


to operate 


are not exactly like those of any 
other, our engineering department 
cheerfully furnishes installation de- 
tails and estimates, without obliga- 
tion, upon receipt of data covering 
thickness, width, height and num- 
ber of doors to be used. 


Architects, contractors, builders, 
hotel owners, boards of club gov- 
and home owners are in- 
to avail themselves of this 


ernors 
vited 
service. 


ALLITH PROUTY COMPANY 


DANVILLE 


ILLINOIS 


Manufacturers of 


Garage Door Hardware 
Rolling Ladders 

Spring Hinges 

Airport Door Hardware 
industrial Door Hardware 


Certified Malleable tron 


Fire Door Hardware 

Overhead Carriers 

Door Hangers 

Malleable Iron Washers 

Stadium Seat Brackets 
Castings 
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And HOW It Does HOLD 


Some dealers 
don’t give much 
thought to small 
items like fric- 
tion tape. Yet 
poor quality tape 
often loses a cus- 
tomer. 


We figured this 
all out and make 
Slip-Knot  Fric- 
tion Tape with 
such materials 
and in such a way 
that its great AD- 
HESIVE quality 
gives it the neces- 
sary HOLDING 
power to “stay 
put” on every 
job. 


Attractively put up in 


it never dries out. 
Orange and Blue packages in 1, 2, 4 and 8 oz. rolls. 
Also in Counter Display Cartons in 1 and 2 oz. roll 


And 


Good profit. 
SOLD THROUGH JOBBERS 


Also manufacturers of Rubber Heels and Composition Tapes 
RUBBER BANDS “DIME ASSORTMENT” DISPLAY CARTON 


Plymouth Rubber Company, Inc. 
1000 Revere St. Canton, Mass. 


sizes. 











Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it* indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated 1, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and —— 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores eee and housefurnishings 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 

ail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations.” 


Hardware -Age Verified List of Wholesalers and- Retailers is 
indispensable in economic direct-by-mail promotion work and 
also.a helpful guide for salesmen's calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 











Coming Conventions 


Tuirp ANNUAL CONVENTION OF THE AMERICAN 
ASSOCIATION OF Master LocxsmiTuHs, Hotel Pennsyl- 
vania, New York City, Nov. 12, 1930. Walter S. Orrell, 
secretary, 206 Pearl St., New York City. 

AMERICAN HARDWARE MANUFACTURERS ASSOCIA- 
TION CONVENTION, Marlborough-Blenheim Hotel, At- 
lantic City, N. J., Oct. 20, 21, 22, 23, 1930. Charles F. 
Rockwell, secretary-treasurer, 342 Madison Ave., New 
York City. 

Int1no1is ReTarL HARDWARE ASSOCIATION CONVEN- 
TION AND ExuisitTion, Hotel Sherman, Chicago, Feb. 
10, 11, 12, 1931. Paul M. Mulliken, Managing Direc- 
tor, 14-16 North Spring St., Elgin. R. Y. Wallace, 
Director of Exhibits, Elgin. 

MINNESOTA RetatL HARDWARE ASSOCIATION CON- 
VENTION, Feb. 17, 18, 19, 20, 1931; Municipal Audi- 
torium, Minneapolis. Charles H. Case, manager-treas- 
urer, 2344 Nicollet Ave., Minneapolis. 

Missourt RetTait HARDWARE ASSOCIATION CONVEN- 
TION AND ExuisiTIon, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1921. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. j 

NATIONAL HarDWARE ASSOCIATION CONVENTION, 
Marlborough-Blenheim Hotel, Atlantic City, N. J., Oct. 
20, 21, 22, 23, 1930. George A. Fernley, secretary- 
treasurer, 505 Arch St., Philadelphia, Pa. 

New ENGLAND Retait HARDWARE DEALERS AsSO-- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, Z6 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

New York State RETAIL HARDWARE ASSOCIATION 
CONVENTION AND ExposiTIon, Rochester, Feb. 17, 18, 
19, 20,1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley sec- 
retary, 510 Hills Building Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NortH Dakota RetatL HarpWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Minot, Feb. 10, 11, 12, 
1931. C. N. Barnes, secretary, Grand Forks. 

Onto HarpWARE ASSOCIATION CONVENTION AND 
ExHIsITION, Cleveland, Feb. 17, 18, 19, 20, 1931. 
Headquarters, Hotel Cleveland. Exhibition in Public 
Auditorium Annex. James B. Carson, secretary, 708 
Mutual Home Building, Dayton. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARNWARE 
AssociaTION, INc., CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 
1931. W. Glenn Pearce, secretary-treasurer, 610 West- 
ley Building, Philadelphia. 

SoutH Dakota Retatt HarDWARE ASSOCIATION 
ConvENTION, New Auditorium, Rapid City, Feb. 3, 4, 
5, 1931. Headquarters, Alex Johnson Hotel. Charles 
H. Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 
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Brinkman 
Skooter Skate 
No. 600 


The Brinkman Engineer- 
ing Co., Dayton, Ohio, of- 
fers the No. 600 Scooter 
skate for boys and girls. 
It is a three wheel skate 
fastened on the foot by use 
of clamps eliminating en- 
tirely the need of straps. One 
wheel is in front and two 
in back. Skate measures 14 
x5x4 inches. It is equipped 
with live rubber wheels and 
has adjustment of 3 inches 
enabling its use by children 
6 to 12 years of age. Skates 
are packed in cartons of a 
dozen weighing 32 Ib. Sug- 
gested retail selling price is 
$1.50 each. 





Patapar Cookery Parchment 


Patapar Cookery Parchment is prac- 
tically air tight, waterproof and in- 
soluble, making an unique container for 
storing, cooking or carrying moist foods. 
The Paterson Parchment Paper Co., 
Passaic, N. J., makes this parchment 
which is washable, enabling its use many 
times. It may be used for cleaning, 
cooking, washing dishes or as a cover. 
More than one vegetable may be cooked 
in one pot at a time, saving gas and 
scouring, preserving natural vegetable 
juices. Patapar is sold in packages of 
10 large sheets, with book of directions, recipes and cooking hints 
enclosed. Suggested retail price is 35c. per envelope east of Denver 
and 40c. per envelope, Denver to the coast and Canada. Cost to dealer 
is 23c. per envelope in the East and from Denver to coast and Canada, 
28c. per envelope. 





Aluminum Gage Mark Tag 


Holding that “the wear is in the weight” and ‘the weight is in the 
gage,’ the Aluminum Products Co., La Grange, Ill., is campaigning 
among dealers and consumers to identify the quality in its line of 
“Lifetime” aluminum ware by certifying its thickness. 

Such identification and certification are made possible through the 
use of a new gage tag attached to each utensil. This tag specifically 


THE WEIGHTISIN THE 
GAUGE (Thickness) 





states the gage of the piece and carries a diagram, reproduced here, 
whereby the housewife or any other consumer can determine the gage 
of any piece of aluminum. The diagram shows six gages, 8, 12, 16, 18, 
20 and 24, with 16 indicated as. “standard gage,” the thickmess of the 
“Lifetime” Hine. 

It is thetype ofthe Aluminum Products Co. that, through this cam- 
paign, mOke.and mite of the general and mercantile public will become 
definitely “gage-mi¥ided.”” 























THE 
“SIMPLEX” 


Applied Direct 


to 


Door Casing 


without 


Coen 060 Hanging-strip 

The “Simplex” has many features which Dealers will 
find to be excellent selling points. An example is the 
construction of the barrels and web from one continu- 
ous piece of metal, formed so that there are no joints 
where the barrels continue as the web. This avoids ex- 
posing the springs to moisture which would cause rust 
and breakage. 


Send for literature describing other important fea- 
tures of the “Simplex.” 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 

















A counter pispLay 
of Ray-O-Vac Flash- 
lights is a dollar-pul- 
ler; your customers 
see the Ray-O-Vac 
advertising in na- 
tional magazines, and when they come into 
your store the display helps you complete the 
sale. Keep your Ray-O-Vacs well displayed, 
and they'll keep your cash-register jingling. 
Why not check over your stock today and 
drop a postal card order to your jobber? 


FRENCH BATTERY COMPANY 
MADISON, WISCONSIN 
General Sales Office: 20 North Wacker Drive, Chicago 





Radio" A”,""B’’,and"'C" Batteries, Autoradio and Aircraft Batteries, Ignition, 
Telephone, and Flashlight Batteries; Ray-O-Vac Rotomatic and Standard 
"Flashlights; Ray-O-Vac Licensed Radio Tubes, 
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Even so small a 
thing as a tack 


Atlas Tacks ...small in stature 
.-.can be of large importance 
to you. 


Clean cut, sharp, serviceable 
items ... they give satisfaction 
to all classes of consumers. 


Your jobber has a complete 
line... in quality and price 
range. It will pay you to ask 


for them by name. 


ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. . . ST. LOUIS, MO, 








NON-SKID 


Serew Drivers 


speed up 


sales 
like they 
speed up 
the 
turning 
of screws 


The 
RIBBED BLADE 
wort slip out 
of screw Slot 


N ON-SKID Screw Drivers work faster—and 
that is why they sell faster. Show your cus- 
tomers the screw driver that will speed up their 
work, and your customers will speed up your screw 
driver sales! Just place the Bridgeport Red Crown 
Non-Skid Display Stand with Block and Screws 
on your counter. It’s free with opening stock of 
only one dozen screw drivers—costs you only $3.67 
and sells for $5.50. Order now from your jobber. 
THE BRiIDG EPORT HDWE. MFG. CORP., BRIDGEPORT, CONN. 
The World’s Largest Makers of Screw Drivers 


Bridgeport 


FRACE 


THE CHOICE of MEN WHO KNOW TOOLS 





KKK : 





| fers the portable electric model 


| ing half of the heating element 
| delivering full volume of warmed 





Wall Type Air 
Heater 











. SRaeeees Model H-17 Standard wall 
i tue suas if type air heater which has three 
ans i, heat control is made by The 


Standard Electric Stove Co., 
Toledo, Ohio. It is for use in 
bathrooms, sunrooms and other 
places difficult to heat, giving 
both convection and radiation 
heat. Wall box is heavily in- 
sulated to prevent loss of heat 
backward or sideward. Box 
measures 134% x 18% inches, 
front measurement is 1736 in- 
ches wide by 20 inches high. 
~ It fits between joist spaced 16 
inch centers; wattage is 1300 
or 2000. Regularly furnished in whites porcelain enamel finish but. is 
available in different colors at extra price. Suggested retail selling 
price is $25.00 


ane ae 
ro see; 











Air-Way Portable 
Aeriet 


Air-Way Electric Appliance 
Corporation, Toledo, Ohio, of- 


Air-Way Aeriet. One turn of 
its three-way switch starts the 
motor, creating a circulation of 
the air in room and cooling it 
as an electric fan does: another 
turn releases current into half 
the -heating element, while a 
third turn connects the remain- 


air into the room. It takes air 
from floor, warms, projects and 
diffuses it into the living level, 
acting as an auxiliary heating 
unit. This model has a heat 
unit, a low temperature non-glowing element which does not burn the 
air nor oxidize and destroy itself. Motor is of capacity type operating 
silently on an electric current of 15 amps. 110 volts from any wall 
outlet or base plug. This heater is also available in wall type using 
electricity and in wall type employing hot water or steam. List price 
is $79.50; dealer discount is 25% 








Simplex Nesting Bins 


Nesting bins are stocked in three sizes by Simplex Tool Co., Woon- 
socket, R. |. They are made to keep small parts, thus saving time in 
assembly and production work. Bins which are ideal for keeping small 
parts stocks of all kirds are offered in these sizes: No. 1, 4x 5% x 10 
inches; No. 2, 5% x 7% x 12% inches and No. 3, 64% x 9 x 15 
inches. Suggested retail selling prices are: No. 1, $12.00 per dozen: 
No. 2, $18.00 per dozen and No. 3, $27.00 per dozen. Bins which are 
olive green lacquered are also available in other sizes than the standard 
models. They are of rugged construction with smooth edges and take 
a space of 10 x 22 inches for twenty bins. An equal number of pans 
of the same size spread out on a bench would require a space 20 x 56 
inches for storing purposes. Furnished with or without card holders 
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Parker Brothers Camelot Game 


Camelot is a new and bril- 
liant game which is very lively. 
It is claimed to be superior to 
checkers without the difficulty 
of chess. Camelot presents a 
medieval battleground in minia- 
ture with two opposing ranks 
of knights and men defending 
their strongholds in the rear. 
Players move their pieces, de- 





retreats, offering problems of 
an entirely novel type. No dice 
or indicators are used. The 
game is of interest to childrén 
and adults of all ages. Offered 
to dealers in several sizes to 
7 retail for the suggested selling 
prices: $2 p edition at $1 (by mail 25c 
extra). Made by Parker Brothers, Inc., Salem, Mass 














Dixon Color Rack 


The paint sales division, 
Joseph Dixon Crucible Co., 
Jersey City, N. J., offers 
this all metal color rack 
accurately reproducing 
colors of Dixon’s Indus- 
trial Paints. Each panel 
lists name and number of 
color. A lithographed 
background shows indus- 
tria! plants, suggesting 
various uses and needs. 
Rack which is available to é 
dealers carrying a representative line of Dixon's paints may be used 
on counter or hung from wall by use of strong chains which are at- 


tached 








Empire Aluminum Hawk 


The Empire Level Mfg. Co., Milwaukee, Wis., has a new plasterer's 
aluminum hawk, a surprisingly light and unusually strong item witn 
special stud of aluminum alldy. It has the usual rivets but flange and 
carriage bolt are eliminated. Handle is fitted with a strong ferrule 
which screws on the stud. Threaded parts are unusually large to pre- 
vent stripping. Edge of countersink in the face of the hawk which 
receives the aluminum stud will not corrode or weaken on account of 
chemical action from the lime in the mortar because these parts are 
made of the same material. Face of hawk has deep scoring to prevent 
mortar from sliding. Detachable handle is also supplied with a soft 
sponge rubber callous protecter. 








Iron No. E7093 is made by 
Landers, Frary & Clark, New 
Britain, Conn., as part of its 
Universal line. It is an adjust- 
able automatic wrinkle-proof 
iron of chromium plate finish. 
lron heat is regulated by use 
of dial; an automatic circuit 
breaker preventing heat of iron 
from rising, above point indi- 
—— cated on dial. Special round 

ao aed heel, tapered point and nicely 
beveled sole plate permit it to iron backward and sideways as easily 
as forward, without wrinkling fabric. It has tip up stand, mahoganized 
handle, 6 foot cord and is packed in single cartons, six in a package 
Weight is 6 Ibs. 8 Ibs. packed. Cost to dealer is $5.00 each; sug- 
gested retail selling price is $7.95 each. 





veloping strategic attacks and | 


Neither paint nor paper 
can cover a bad wall. For 
perfect repair work you 
can safely recommend 
Pecora Perfect Patching 
Plaster. Will not shrink, 
inexpensive. 2%, 5, 8, 
and 15-lb. cartons. Write 
for sample and prices. 
Pecora Paint Company, 
4th Street and Glenwood 
Ave., Philadelphia, Pa. 
Established 1862 by 
Smith Bowen. 





















BE READY 


‘FOR BIGGER 


BUSINESS 


Oo @ 





BIGGER and Better business is promised for 
the fall season. Buyers will be more active, but 


competition will be extremely keen. 


It will be a 


market where good merchandising will win and 
good merchandising needs SIGNS! 

Hardware Dealers who are ready to meet the new 
conditions with proper sign making equipment and 
who will use signs to sell their seasonable merchan- 
dise, will profit enormousy. 


Showcarder 


With this simple, effective device the exact sign 


you need is always ready w 


you want it. Any- 


one in the store can use SHOWCARDER with- 
out practice or experience. Clip the Coupon c 
TODAY. , e 
Ay9:9"" 
Showcarder,Inc. | s@9 
ES 


2332 University Ave., KS Beri, 


St. Paul, Minn. — gst st”. peat 
TONGS PRS ga MSS at 


8 gst” . ar? a 
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| CLOTH ~The Weakness 


WIRE ser, | oF Retail Selling 


“Buffalo” Quality Standard Galvanized 














Hard Grade backed by 58 years’ ex- Sas , 

pititens te por ma cloth Sn di red It VERYWHERE we are confronted with the 

gives the kind of service to your custom- openly expressed opinion that retail selling is 
ers that means more sales to you. Com- : : . , 

plete information and prices on request. the weakest link in the chain of merchandise 

Write for Folder 83-B distribution. At the same time, it is generally 
BUFFALO WIRE WORKS CO., Inc. conceded that it is the most important link. 

(Formerly Scheeler’s Sons) Est. 1869 Certainly it is an extremely important link in the 

518 Terrace Buffalo, N. Y. ; ae PENS Ks ; i 

chain of independent distributions The opportunity of 

the independent merchant is largely one of salesman- 











ship. 
Unfortunately, many retail salesmen fail to recognize 


FASTER SALES the weakness of retail selling, and thereby lose the 







THIS TRADE MARK MEANS 





incentive to better their conditions. 


Every Car Owner Needs a Here are a few of the most flagrant weaknesses of 
retail salesmen, worked out on a percentage basis: 


Kees Frost WLeEREN 1. Less than 20 per cent of the men behind retail 


Removes dangers of winter driving | counters are sufficiently familiar with 50 per cent of the 


ee tae, tendons articles they handle to sell them intelligently. 
ee ek = 2. Fifty per cent still greet a customer with “Some- 
light socket plug for Ford cars. Un- | thing for you today?” . 






























cmap ncn Pc price with liberal dealer profit. Write 3. Seventy-five per cent allow the customer to pur- 

F. D. KEES MFG. CO., Beatrice, Nebraska chase the article called for and then ask: “Will that be 
<< | ah?” 

ay 4. Eighty-five per cent neglect to get the articles into 

SIGN the customer’s hands, although doing so doubles the 





Actual Size 

















chances of making the sale. 
5. Fifty per cent fail to demonstrate the goods they 





wish to sell. 

6. Thirty per cent of those who demonstrate, do so 
incorrectly. 

7. Ninety per cent never broach a second sale until the 
first has been completed, and the Customer is ready to 
leave. 

8. Sixty per cent make unauthorized and unwarranted 


The sign of the 
master locksmith 
who cuts keys with 
the Segal Rectify- 
ing Cutter. 


Segal Lock & Hardware Co. 
12 Warren St., New York City 


cee 
—- Latches 
Locks Padlocks 
ae 


Sales building features 
backed up by prices. A 
real turnover line. 
Write for cata- 
log and new 


guarantees. 

9. Less than 50 per cent make more than one attempt 
to sell a customer on a high priced item. 

10. Twenty-five per cent try twice and then quit. 

11. About 12 per cent make the third attempt and 
only 61% per cent try more than three times. 

Meanwhile actual sales records show. that approxi- 
mately 60 per cent of such sales are made after the cus- 
tomer has received five or more direct suggestions to 




















buy. 

12. Less than 10 per cent keep a personal prospect list. 

13. Over 90 per cent use the same sales argument on 
both men and women. 

In the average store about 100 items out of the 4000 
carried are actually sold—the balance are merely handed 
out when called for. As a result 85 per cent of the 





UNION STEEL PRODUCTS CO. 


ALBION, MICHIGAN 
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people brought into stores by good advertising are 
turned away by poor salesmanship. 

Retail selling is a science, not a matter of luck or 
chance. The man who knows his merchandise and 
also knows how to impart that knowledge to others, 
will sell more hardware than a dozen so-called natural 
salesmen who lack his knowledge and training. 

Check yourself against the above list. Strengthen 
the places where you are weak in selling. It will add to 
your value and your income. 





How Much for Chain-Store 
Counter Space ? 


It is rather generally known that manufacturers pay 
to get their products displayed on top of chain-store 
counters. The actual sums appropriated for this pur- 
pose seldom leak out, however. 

Recently, a chain-store executive did permit some of 
these figures to slip out in an unguarded moment. With 
the figure he gave as a basis, it has been possible to 
make some decidedly interesting computations. 

This chain store had signed a contract with a manu- 
facturer under the terms of which the manufacturer was 
to pay $50,000. For this sum he was to receive, in re- 
turn, the display of two packages of his product on one 
counter in every store of the chain, for one year. 

There are some 500 stores in this chain. That means 
$100 per store per year. Figuring 300 days of store 
operation in the year, we get a figure approximately 30 
cents per counter per day, or 15 cents per display pack- 
age, since there are two on each counter. 

Now let us do some additional figuring. This chain 
has made somewhat similar arrangements with perhaps 
a half dozen manufacturers. In other words, it has an 
approximate income from its counters of $300,000 
annually. 

It would probably be proper to say that, speaking very 
loosely, the average profit of chain stores that are not 
in the specialty field, is in the neighborhood of 3 per cent. 
Accepting that figure as applying to this particular chain 
store, it would have to sell $10,000,000 worth of mer- 
chandise to obtain the net income of $300,000 which it 
obtains through the sale of counter space. 

That is interesting enough. What is even more inter- 
esting, however, is the fact that actually this chain— 
and the same thing applies to others—makes ‘practically 
nothing at all on its merchandise operations. To the 
contrary, the sale of merchandise very likely produces a 
small annual loss. .The profit the chain makes comes 
largely, if not entirely, through the sale of counter space, 
window space, etc. 

Of course, the reason so many chains make little, and 
often no profits on merchandise operations is found in 
one word—price-cutting. They can cut prices and con- 
tinue to exist only because they are able to sell store 
display space. The manufacturers pay for this display 


space. Ipso facto, the manufacturers pay for the chain 


store’s price-cutting. 
Is it not so?—Printers’ Ink. 
















A “QUALITY” SELLER 
AT A LOW PRICE 





HE Hall “JUMBO” galvanized 
basket has advantages found in 
no other galvanized 
basket. It is probably 
sold in more hardware 


stores than any other 
similar product. Full form corrugations in heavily 
coated side, double bottom riveted through five layers 
of metal. Extra heavy Bessemer rod in top rim. 
Rope or iron handles. 


Hall Manufacturing Co., Cedar Rapids, Iowa 












ARMSTRONG BROS. 
Line of Better Pipe Tools 





ACH is an improved tool so de- 

ag —_ — » to emb: the 

est features of its type t 

be free from the weaknesses whieh - 

— tests have exposed in other 
makes. 


The Open Side Vise is quick in action, 
convenient in operation and strongly 
built. The body is of Certified Mallea- 
ble Iron, the jaws tool steel, milled, 
treated, tempered and tested. 











Write for Catalog P-10 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 








Its Beauty Appeals to Housewives 


McCarthy Pure ] 
Aluminum Stove 
Pipe is lustrous and 
beautiful. Easiest 
pipe to erect, be- 
cause light in weight 
—no wire needed 
to support it. This 


LUSTROUS 
Aluminum Stove Pipe 


Lasts for years. Each 


Send for 
prices 









never rusts. 
piece fits right down to the bead. 
Adjustable Elbow cannot pull 
apart. 


McCarthy Mfg. Co., Inc. - 
Pear Ave., Cleveland, Ohio 


ESICcoO 
er <n ee 


An 85 watt, 16 oz. Electric Soldering 
Iron that retails profitably for $2.75. 
Has highest grade Nickel Chrome 
heating element, replaceable forged 
Copper Tips, and is beautifully fin- 
ished. A rapid seller. Packed six in 
individual boxes or three in boxes and 
three on display card. Ask your 
jobber. i. 












Electric Soldering Iron Co., Inc. 
135-143 W. 17th St. New York, N. Y. 


: , - : 
* Mfrs. Exclusively of High Grade oldéri 


% 
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Job Lot Merchandise | 


An aggressive chain store or- 


| Wanted! ganization desires to get in touch 


| 

| 

| 
with companies or individuals | 
who have for sale worthwhile | 
| 


jobs of merchandise in the following lines—SPORTING 
GOODS, RADIOS, HARDWARE, ELECTRICAL AP- 
PLIANCES, AUTO ACCESSORIES, or any kindred lines. 


Stocks must be fresh, clean and salable; and able to be 
sold at unusually low prices as sales stimulants. 


| 
Execute TAUBMAN’S, Ine. 


305 West Baltimore Street Baltimore, Md. 
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THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Werchousee—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohic. 








Serves Many Different Uses 


The COES Knife-Handle Wrench is the most 
widely adaptable for home and shop require- 
ments. Always gives satisfaction. 


7 sizes: 6” to 21”. Ask your jobber. 


BEMIS & CALL CO. 
SPRINGFIELD -  - - MASS. 











BOOST PROFITS 
with Kester Rosin-Core Solder 
The only solder-flux combination gen- 
eraily approved by radio and tele- 
phone authorities. Its active, plastic 
flux prevents corrosion and electrical 
leakage—no deterioration. Like Kes- 
ter Acid-Core (for general heavy 
duty) and Paste-Core, Rosin-Core is 
sold on 1, 5 and 20 Ib. spools. Metal 
Mender for household use and Radio 
Solder for set building in handy tins. Insist on 

Kester—the fast-selling line. 

From all Jobbers 
KESTER SOLDER COMPANY, 4205 Wrightwood Ave., Chicago 
Incorporated 1899 


TER 
Lee 








































Higher Units of Sale 


Many of the backbone items in the average retail 
hardware stock represent relatively small amounts of 
money in terms of individual sales. Every retail field 
has this same problem. It can only be met by handling 


and featuring as many higher priced goods as may be 


found practical. For the hardware dealer, washing ma- 
chines, radio, electric power tools, and many other elec- 
trical appliances provide ample opportunity for higher 


| units of sales, These are needed to offset the small 
| priced items and bring up the average individual sale 


to the profit point. Many of the low priced items can- 
not be sold at a profit but they are demand items and 
must be carried as a community service. These are the 
lines which bring people into your store. On many of 
the higher units of sale items, extra sales effort must be 
made but experience proves it worth while to seek this 
business. 


“Good-Bye” to Webster 


When Daniel Webster was a schoolboy, he was given 
a promotion in the middle of a term. Before he left to 
go to the next room, the teacher called him up before 
the class. “Children,” she said, “this is Daniel Webster. 
I want you all to take a good look at him. He’s going 
to leave you. He’s going ahead of you now. Say good- 
bye because you'll never catch up to him again.—The 
Shaft. 


Lionel 1930 Window Display 


The Lionel Corp., 15 E. 26th St., New York City, offers its dealers 
this very attractive cut-out window display, for the coming holiday 
season. It is done in full color and shows a grizzled engineer holding 





a Lionel steam type locomotive in his arms. Caption reads: “Lionel 
trains are real—like mine.” Display has provision for five locomotives, 
four in the roundhouse portals and one on the upper level. It is of 
sturdy cardboard construction and measures 39 inches at the base and 
36 inches high to top of the engineer's. head 
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WasnHincron: L. W. Morrett, 536 Investment Bldg. 


ADVERTISING REPRESENTATIVES 


New York: P. J. Coscrave, 239 W. 39th St. 

Boston: CHauncey F. ENGuisH, 140 Federal St. 
PHILADELPHIA: Harotp G. Biopertrr, 1402 Widener Bidg. 
CLEVELAND: WILL J. Feppery, 1362 Hanna Bldg. 

CHicaco: D. M. ANpDREws, H. A. Macuire, 1507 Otis Bldg. 


SUBSCRIPTION Prics—United States, ite possessions, Canada, Mewico, Central 
America, South America, Spain, and ite colonies. One year, $3.00; Foreign 
countries not taking domestic rates, 1 year, $6.00; Single copies, 25c. each. 
Subscription remittance should be made by Check, Post Office Money Order, 
Bapress Money Order or Bank Draft, payable to Harpware AGE, New York. 
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SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 





Cap’n Mark says: 


“If I were a-sellin’ Rope, I'd 
certainly sell Columbian Tape- 
Marked. It is waterproofed, 
guaranteed and has more real 
good sellin’ points than any 
rope I know of—and it more’n 
measures up to them.” 
Write our nearest branch for 
any information 
Columbian Rope Company 


352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 





Branches :— 


New York Chicago Boston New Orleans’ Philadelphia 














WICK WIRE BROTHERS 
BRONZE Wire Cloth 


ABSOLUTELY RUSTLESS. Not af- 
fected by salt air, acids or gases. Made 
from a special alloy of 90% Copper and 
10% Zinc. 

Only FULL GAUGE wire used. We con- 
trol every operation. 14, 16, and 18 mesh 
wire, in 18 to 48-inch widths. 100 lineal 
ft. to the roll. 


Ask your Jobber. 




























Showing Window 
“ Menafectarers of 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 


Showing Window 
Open. 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





HARDWARE MAN, 36 years old, has wife and two children, fifteen 
years’ hardware experience, two years in office large factory, four years 
on road same firm, covering seven southeastern states. Past six years 
manager store employing as many as forty people — retail hardware 
business of more than half million dollars some years, where he controlled 
buying and selling with full authority over employees. Officer State 
Hardware Association past three years, is now open for proposition, good 
references and invites fullest investigation. Address Box 1-909, care of 
Harpware Ace, New York City. 





HARDWARE MAN thoroughly experienced in general hardware, win- 
dow trimming, store arrangement, buying and management desires per- 
manent position with progressive firm. Will accept reasonable salary 
based on amount of responsibility. 
Acre, New York City. 


BUILDERS’ HARDWARE MAN well posted in the game open for a 
lucrative proposition with an expanding firm. Past ten years on major 
contracts. A reply from you will furnish you with my credentials. 
No objection to the location or size of city but desire a live connection 
looking for business. Address Box 1-894, care of HARDWARE AGE, New 
York City. 


BUILDERS’ Hardware Man, thoroughly experienced all classes Con- 
tract work, spec:fication writer and detail man. At present Manager of 
Contract Department, seeks new connection with reputable concern in 
Sn ar ra territory. Address Box 1-910, care of HarpwarE AcE, New 
fork City. 











SALESMAN with fifteen years’ experience in Shelf and Builders’ 
Hardware, Mill Supplies, Paint, etc., wants to represent manufacturer 
in North Carolina, South Carolina and Georgia. Address Box I-896, care 
of Harpware Ace, New York City. 


Address Box 1-905, care of HarDWARE 


SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Limes.......eceescececccecsesss $3.00 
1-Inch Box Display........+ss+00+ peer ceevescece 5.00 


Four Consecutive Insertions, 10 Per Cent Discount 
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SALESMEN WANTED 


We have openirgs for a few good salesmen regularly calling on 
Wholesale and Retail Hardware and Mill Supply houses, to sell 
Manila and Sisal Ropes at competitive prices; domestic manufacture ; 
good advertising support. Also Sash Cord, Cotton Rope, etc. Com- 
missions paid promptly. Reply by letter, stating territory now cov- 
ered, giving references and experience selling Rope, if any. Address 
Box 1-902, care of Harpwars Aes, New York City 


=~ 











SELLING ORGANIZATION WITH ESTABLISHED REPUTATION 

in the Hardware Industry to represent us with a line of Builders’ 
Hardware Specialties to the Jobber, Dealer and Kindred Distributors. 
We are established from coast to coast but need contact men on a 
commission basis. You will be backed by a thorough advertising 
campaign which must have your diligent cooperation. Details as to 
your territory and present connections must be in your reply. Have you 
warehousing facilities? Organizations with limited territory who are 
able to concentrate, preferred. Your reply will be held in strict con- 
fidence. Address Box 1-913, care of HarpWAkEe AGE, New York City. 

















SALESMEN WANTED. We have opening for good sideline. Sales- 
men calling on the jobbing trade. Small household article. Wonderful 
repeater, household necessity, patented item. All territories open. When 
replying give details on territory covered, experience, references, etc. 
All replies held confidential. Commission basis. Newark Products Com- 
pany, 202 Bigelow Street, Newark, N. J. 








SALESMAN with twenty years’ experience in both wholesale and re- 
tail hardware, wants to Represent Manufacturer in Specialty line that 
assures repeat business. What have you to offer Mr. Manufacturer! 
Address Box I-897, care of Harpware AGE, New York City. 





HARDWARE MAN of twenty years’ experience in retail and whole- 
sale hardware business desires a change—honest, sober and industrious 
and capable of holding a position of trust and take charge of men—can 
re mae 1% references. Address Box I-885, care of Harpware AGE, 

icago, Ill. 





DETROIT SALESMAN, well and favorably known’ to the general builders’ 
hardware and bazaar trade for past seven years, desires a meritorious con- 
— this territoy. Addess Box I-907, care of HArpware AcE, New 

or ity. 





THOROUGHLY experienced Builders’ Hardware man, desires to repre- 
sent a manufacturer, also capable of taking charge of Builders’ Hardware 
Department of retail store, Address Box I-912, care of HARDWARE AGE, 
New York City. 





BUSINESS OPPORTUNITIES 


Set Solid, Mimiesam of Pliwo Lhmes...ccccccccccccccccccccd de $3. 
1-Inch Box Display....... Tee Te TTT TTT eee TTT it 5. 


Four Consecutive Insertions, 10 Per Cent Discount 








FOR RENT 


Terms to suit tenant. 400-402 West Franklin Street, N. W. cor. 
Franklin & Eutaw, Baltimore, Maryland. 40 ft. x 90 ft. 4-story 
modern building, electric elevator, etc. Possession December, 1930. 
This property has been a prominent and successful hardware store 
for nearly 70 years. Present tenant's principal reason for moving— 
has purchased larger property 2 doors west of property, nothing like 
as well located. Apply PIERRE C. DUGAN & NEPHEW, 520 North 
Charles St., Baltimore, Md. 














AMAZING screw-holding screw drivers! Remove, insert screws in- 
accessible places! Factories, garages, electricians, mechanics, auto, radio, 
owners buy on sight! Exclusive territory. Free trial! JIFFY 1658, 


Spring Lane, Boston. 





OWNER will exchange San Diego, California or Oregon income prop- 
erty for hardware store in one of Western States. Will assume. Ad- 
dress Box 1-915, care of Harpware AGe, New York City. 


MANUFACTURER of Kitchen Cutlery, established many years, wants 
whole or part time salesman for Middle West territory. Must have 
acquaintance with Jobbers, Large City Retailers and Premium users. 
Give all information necessary to sell yourself in first letter. All replies 
will be held in strict confidence. Address Box I-908, care of HARDWARE 
AcE, New York City. ra 





FOR those representatives covering the retail hardware trade frequently 
and intensively, we have an excellent Christmas Tree Holder. It is a 
quality holder retailing at a popular price and we pay our representatives 
15 per cent. Already introduced in many sections. Give full details in 
first letter. Address Box I-917, care of HArpware Acze. New York City. 


MANUFACTURER of new flexible lawn rake—vastly superior to any 
now on the market, wishes to connect with established selling organization 
calling on Hardware Jobbers in territories other than the Metropolitan 
district and the New England states. Address Box I-911, care of 
Harpware Ace, New York City. 


SALES REPRESENTATIVES who call upon large Hardware dealers 
who carry Builders’ Hardware. Our product is new but has met instant 
acceptance by Hardware Dealers and Builders, Commission Basis, Pro- 
tected Territory. Write details to Box I-914, care of HARDWARE AGE, 
New York City. 


HELP WANTED—SALESMAN 











calling on hardware trade to carry 
line of dog collars and leather specialties. This is a commission proposi- 
tion and a splendid opportunity for a live wire. State lines carried and 
territories covered. References required. THE LEATHERCRAFT COM- 
PANY, N.W. Cor. 5th and Commerce Sts., Philadelphia, Pa. 


EXPERIENCED salesman wanted by hardware jobber to call on dealers 
throughout Jersey, Established Territory. Address Box I-916, care of 
Harpwarg AcE, \New York City. i 


SALES ACCOUNTS WANTED 


Set Solid, Minimum of Five Lines........... ‘Bier sasece. OSl 
1-Inch Box Display.......... eoccccee +00 5. 


Four Consecutive Insertions, 10 Per Cent Discount. 
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MANUFACTURERS, ATTENTION! 


Experienced hardware sales representative now handling but one 
line and thoroughly acquainted with hardware and automotive acces- 
sory trade can give one additional line aggressive representation in 
Metropolitan New York and New York State on strictly commission 
basis. To be corsidered line must be fairly well established and pay 
reasonably well in return for active representation. Present connec- 
tion is agreeable to taking on additional line. Address Box I 891, 
care of Harpware Ack, New York City. 











ADDED PROFITS DERIVED FROM THE SALE OF GENUINE 
NAVAJO RUGS direct from the Indian reservation. More demand for 
rugs each day. A liberal arrangement will be made for those who 
ee add this profitable line. Gallup Mercantile Company, Gallup, New 
exico. 








FACTORY REPRESENTATIVE, young man with twelve years road, 
and three years sales executive experience, open for an additional high 
quality line to jobbing trade, Mid-West territory, commission or salary basis. 
Well established. Address Box I-906, care of Harpware Acr, New York 


City. 








WATCH FOR THE BIG NEWS 
on HUBBARD SHOVELS AUG. 2s 
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INDEX TO ADVERTISERS 























THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Eyery care will be taken to index correctly. 


No allowance will be made for errors or failure to insert. 
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They look 
for the 
**Rooster” 
The ‘beightly “ool: 


ored rooster trade- 
mark in every bale 
of Superior Brand 
Hexagonal Netting 
has come to be rec- 
ognized as the sign 
of the highest qual- 
ity product that 


costs no more. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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If your Jobber 
cannot supply 
you—write 
us direct. 


We also make all 
grades of Sliding 
Casters, Pin 
Slides, Felt Slides, 
Radio Felt, Feet, 
Insulated Slides, 
etc. 


DOMES of SILENCE, Inc. 
New York City 


21 Pearl St., 





Keep D19 DOMES of 
SILENCE Display Cabinet 
on your counter working 
for you. 


It pays good dividends on 
the small space it oc- 
cupies. ; 


Contents costs 
dealers $3.00. 
Sells for 
$4.80. 


Gross sets 
cost $9.00. 
Sell for 





OUR PACKAGE 














Plenty of Merchandise— 
But no MERCHANDISING 


Methods of 1910 are as futile as merchandise of 1910. 
Present day conditions and competition absolutely re- 
quire. modern merchandising methods. Heller has 
helped thousands of hardware men to keep up with the 
parade—has helped them out of the red and into the 
black—out of loss into profit. 


The Heller organization is composed of specialists in 
hardware merchandising. They are masters of store 
arrangement, and the science of display. They can 
show you a whole new bag of tricks to increase sales 
and profits. 


Send for Heller’s Reference Book 28A. It will give you 
many valuable ideas. 


Business 
Building 
SIGN IN THE MARGIN 


Tear out this ad 





HELLER --<.. 


W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohie 
and mail today. N. Y. Office: 20 Vesey St., Suite 500 























HarpwareE AGE for AuGusT 14, 1930 











You Can NOW Sell 







Branch Offices 


Peterson Bros. 


104 Walker St., New York City 
We Li PMS 5 cas oss Lakeview, Ohio 
Charles L. Lewis 


703 Market St., San Francisco, Cal. 


Ben B. Weldon 


711 Mutual Bldg., Kansas City, Mo. 


Malone, Wheless Co. 
2022 Columbia Rd., Washington, D.C. 


Richardson & Bureau Ltd. 


129 St. Peter St., Montreal, Que. 


Export Office 


American Steel Export Co. 
535 Fifth Ave., New York, N. Y. 


File-Proof | Saw-Proof 


LOCKS 
' from 


50: to $3,50 


Hurd has always built good locks .. . . locks of unusual quality 
and exclusive features .... Hurd locks have always appealed 
to the man who wanted the utmost in protection and could 
pay for it... . Previously, however, there have been no Hurd 
locks for the man with whom price was the chief considera- 
tion... . Enlarged production facilities has changed this. . . . 
You may now offer your customers genuine Hurd cutter-proof, 
file-proof, saw-proof locks at prices ranging from $.50 to $3.50 
and in sizes from 114” to 214”, with shackles from 14” to 
7/16”. ... Hurd locks are finely finished and may be obtained 
in black enamel, nickel-plate, chrome plate or buffed ex- 
truded brass. . . . Hurd locks have always made money for 
merchants. . . . Now, with this complete line these profits will 
be doubled, trebled and quadrupled. . . . Your prestige will be 
increased and your customers more easily satisfied if these 
locks of outstanding quality are on your.shelves. 


COOK BUILDING, DETROIT 


E. P. HURD, 


























HARDWARE AGE for AUGUST 14, 1930 


COMMUNITY PLATE PRESENTS 


“NOBLESS. 


Here’s another harvest of profits for you 
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—a new Community design — by the 
same designers who gave you Deauville. 
Here’s something absolutely different— 
the spirit of speed, caught in dynamic 
lines — created to satisfy the new style- 
consciousness of women —to give them 
in Silverware the new Style-Spirit of to- 


day that is making them spend millions. 














COMMUNITY PLATE 








